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No. 800 
Garage Door Set 


Ideal for smaller cars 
Liked by buildersand carpenters 


For small car garages this National Garage Door Set is ad- 
mirably suited. It presents a neat, pleasing appearance, and 
adds greatly to the looks of any “car stable.” 


Besides being liked by the owner of the garage, upon whose 
door it is installed, it is also favored by the builders and 
carpenters. All of its parts come well packed in a wooden 
box and it is quickly attached. When its different units are 
in their appointed places, it functions 100% efficiently. 


You will do well by selling this National Garage Door Set. 


Why not send for our Catalog, which contains illustrations 
and descriptions of this set, together with the rest of our line 
of quality Builders’ Hardware. 


Remember, we supply you direct. 


NATIONAL MFG. CO. STERLING, ILLINOIS 



































YOUR ORDER SHIPPED THE DAY RECEIVED 





June 28, 1923 




























wisi 
| 
a 





ni 
Mi 
My 


ay 
| 


Hun 


{{QQUUVULUAUUAN 


| 


HI 











Volume 111 New York, June 28, 1923 No. 26 





Richmond Convention May Start 
New Business Developments 


Retailers and Manufacturers in Joint Sessions Discuss 
Lower Distribution Costs— Dealers Vote 172 
to 1 for Decimal Pricing—Hamp 
Williams New President 


OR the first time in the history of the hardware business manufacturers and retailers met face to face 

officially in joint convention when the National Retail Hardware and the American Hardware Manufac- 

turers’ Associations held sessions together at the Jefferson Hotel, Richmond, Va., June 18 to 22 and 
discussed ways and means of readjusting the costs of distribution so as to lessen the spread between pro- 
duction cost and consumer price. 

Retailers, jobbers and manufacturers all took part in the conferences which were attended by nearly 
300 retailers and about 125 manufacturers. 

Summarized, the six outstanding events of the three days—June 19, 20, 21—devoted exclusively to busi- 
ness sessions were as follows: 


1—A vote on the decimal system of the name of the National Hardware instead of “profit,” and that percentage 
pricing at the suggestion of Murray Bulletin will be changed July 1 to The of margin be figured on the selling 


Sargent, Sargent & Co., New Haven, Hardware Retailer. price instead of the cost. 
Conn., who spoke in favor of its gen- 5—The passage of the following reso- F—Urging that hardware manufac- 
eral adoption, although Isaac Black, lutions by the retailers: turers generally adopt the decimal 


Russell & Erwin Mfg. Co., New Britain, A—Commending the Chamber of method of pricing on Jan. 1, 1924. 
Conn., and president of the American Commerce of the United States and | G—Reaffirming the ideals "contained 
Hardware Manufacturers Association, the United States Department of Com- in the association’s code of ethics. 
had previously stated that it could not merce for helping to further the sim- H—Expressing appreciation to the 
be immediately adopted by all manu- plification and standardization of hard- city of Richmond for its entertainment 
facturers and jobbers without confu- ware products as an aid toward more and reception of the delegates. 
sion and increased costs, resulted in the economical production and distribution I—Recommending that retailers edu- 
retailers going on record in favor of it of hardware. cate their customers and the public re- 
by 172 to 1, and in the passage of a B—Expressing hope that there will garding the necessity of the retailer 
resolution suggesting Jan. 1, 1924, as be an early adjustment of the differ- in the chain of distribution. 
the date for its general adoption by ences between the price realized by the 6—Addresses by: 
the hardware industry. farmer for his products and what he OC. H. Casey, president of the re- 
2—The election of Hamp Williams, is required to pay for other commodi- tail association, in which he stressed 
Hot Springs, Ark. to succeed C. H. ties, as: “We realize that until there the necessity of more economical dis- 
Casey, Jordan, Minn., as president; of is an equalization of these prices, we tribution methods; ‘relief for the 
George M. Gray, Coshocton, Ohio, as cannot expect a speedy return to sound farmer; more scientific merchandising 
vice-president, and of George W. and economic conditions.” and better retail management. 
Schroeder, Eau Claire, Wis., and J. C—Expressing gratification for the Herbert P. Sheets, secretary-treas- 
Charles Ross, Kalamazoo, Mich., as new spirit demonstrated by the American urer of the retail association, who stated 
members of the board of directors of Hardware Manufacturers Association that the 1922 survey showed that the 
the National Retail Hardware Asso- in its willingness to help the retailer retail hardware dealers’ operating ex- 
ciation. solve distribution problems. penses averaged 21.56% and the aver- 
8—The selection of San Francisco, D—Urging discontinuance of the age profit on sales was 2.64%. 
Cal., for the 1924 convention. practice of the jobber entering into These and numerous other trade talks 
4—Announcement by President Casey competition with the retailer and sell- and discussions by retailers, jobbers 
that the headquarters of the National ing direct to the consumer. and manufacturers will be published in 
Retail Hardware Association will be E — Urging that manufacturers, full, together with photographs taken 
moved early in the fall from Argos, wholesalers and retailers in advertis- at the convention, in the July 5 issue 
Ind., to Indianapolis, Ind., and that ing literature use the word “margin” of HARDWARE AGE. 
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N any retail field of merchandis- 
ing there is no single figure so 
important as that which is com- 

monly known as the mark-up, or 
gross profit. When you add this 
figure to the cost of the goods you 
are writing the future of your store. 
If the mark-up is too high you won’t 
get the business; if it is too low 
you'll get too much business for your 
own good. Whichever is the case, the 
result will be the same—financial em- 
-barrassment. 

Like many other problems, there 
is a right and a wrong method of op- 
eration. An incorrect result may 
arise from either a lack of knowledge 
of the actual percentage cost of do- 
ing business or from a failure to fol- 
low the correct method after the true 
costs are known. 

To put a correct mark-up on the 
merchandise necessitates a knowl- 
edge of your own business and what 
statistics show to be the average for 
others in thé same field of retailing. 
The first logical step is one of ac- 
counting. Your records should be 
consulted and the figures for your 
cost of doing business drawn off. 
These figures in actual dollars and 
cents should be divided by the sales 
for the year in order to obtain per- 
centage figures. 

For the sake of comparison the 
following figures, compiled by the 
Harvard Bureau of Business Re- 
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To find the percentage to be 
added to the cost or invoice 
price of an article to yield a 
given per cent of profit on 
the sale price: 

Find the figure in the “S” 
column corresponding to the 
given retail profit required. 
The figure in the *“C” column 
at the left is the percentage 
which must be added to the 
cost. j 

Example: — Given a re- 
quired retail profit of 40 per 
cent and an item costing $10. 
The nearest figure under “S” 
is 40.11 and at the left of this 
is .67. Add 67 per cent to 
$10 and we have the retail 
price, $16.70. 


search through the personal investi- 
gation of hardware stores by field 
agents, are given: 
Selling expense 
Buying and management ex- 
pense 
Fixed charges (rent, heat, 
light and power, taxes, ex- 
cept on buildings), repairs 

on store equity, interest, 
and depreciation on store 


cee eee eer eee 


4.4+- 


CoROSTO HCD HBR OF 


GHRIEG oases canvases 7.0+- 
Miscellaneous expense ..... 0.9 
RPE 5056's 5:9 aie aite3', db asieis 0.7 
Losses from bad debts...... 0.5 

21.0 
If your cost percentage is not 


around 21 per cent you are not trav- 
eling with the average. Certain con- 
ditions might warrant some varia- 
tion from this figure, but, if that 
variation is .very apparent, you 
should at once find out. why. 

After you have the figure repre- 
senting the cost of doing business 
you have completed the first and a 
very important step in obtaining the 
mark-up percentage. The second 
step is to determine the net profit 
percentage which you desire. Com- 
petition will enter in this figure, but, 
in general, it may be said that the 
average percentage of net profit is 
about 5.8 per cent. Adding this to 
the 21 per cent representing the cost 
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How to Figure 
Your Mark-Up 


By J. M. VAN VORIS 


of doing business, we have a figure 
of approximately 27 per cent, which 
is the mark-up or gross profit per- 
centage. 

Having obtained this figure, the 
next step is its application. Right 
here is where a good many merchants 
make a big mistake. Instead of re- 
alizing that the 27 per cent is a re- 
tail percentage figure, they seem to 
entirely overlook this fact and apply 
it directly to the cost of the merchan- 
dise. For example, an article costs 
$1 and with a 27 per cent mark-up on 
the cost it is retailed for $1.27. This 
is entirely wrong and would result 
in an actual loss right from the start. 

The right way is to take the cost 
percentage figure corresponding with 
the 27 per cent retail figure, which 
is 37 per cent on the cost basis. Ap- 
plying this on the $1, we arrive at 
the retail selling figure of $1.37. The 
correct mark-up is therefore 37 cents 
instead of 27 cents. Working back- 
ward, 27 per cent of the retail sell- 
ing figure, $1.37 equals 37 cents, 
which is, of course, the same as was 
obtained by taking 37 per cent of 
the cost of the merchandise. 

The foregoing is a fundamental 
principle, and every merchant should 
clearly understand that he can never 
take the retail gross profit or mark- 
up percentage and apply it directly 
to the cost of the article before 
changing it to a cost basis. In other 
words, like things figured in a like 
way bring like results, and so it is in 
figuring your mark-up. Know your 
operating costs and then put your 
mark-up percentage on the right 
basis. It seems unnecessary to men- 
tion that the figures used are merely 
averages, and that the mark-up on 
different lines of goods will vary one 
way or the other from this figure. 

The above comparative table of 
stock mark-ups will be a great help 
in establishing the percentage. For 
example, should your selling expense 
be 20 per cent you must mark up 25 
per cent on the cost of the merchan- 
dise in order to cover the 20 per cent 
retail figure. Cut out this table, it 
will save you a lot of figuring. 
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Corner of the washing machine department of the South End Haidware Co. 
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Note the list of sales on the wall at the left 


St. Louis Firm Makes “Em Sit Up by Selling 
426 Washing Machines in One Year 


ARDWARE dealers in St. 
H Louis take off their hats to 

the South End Hardware Co. 
when it comes to washing’ machines 
and stoves. Everybody likes a win- 
ner and the members of the South 
End -firm weathered a series of 
storms that would have downed a 
good many. 

The firm is composed of John and 
B. H. Gude. There was just $300 to 
start the business and this was done 
in one room curtained off because 
there was not enough merchandise 
to go all the way around. The first 
year’s sales 
amounted to $3,250 ' a 
and the total for 
1922 was $122,000. 
Ben Gude says that 
when they first 


THE SOUTH END 
HARDWARE CO. 


Sold 426 Washers in 1922 
Has Sold 200 for 1923 
Sold 128 Refrigerators in 1922 
Sold 1000 Stoves in 1922 


AND THEY SAY— 


“ADVERTISING DID IT” 





opened he put all Address 
the hardware in 
the window and the Telephone . 47: 


empty boxes on the 
shelves. 

It should be un- 
derstood that this 
is not one of the 


hardware stores in , Washing Machine - 

the big business Ironing Machine .. 7¢ 
section of the j ; 
town, but is lo- Vacuum Cleaner _. a6 Mies 
cated on the south : "c oe? 

side in a _ typical ' 


residential neigh- 


Have you electricity in your home? ..... 


‘Have you any of the following electrical appliances? 





One of the cards that builds up the prospect list 


borhood.- Mr. Gude says that if he 
had to depend upon neighborhood 
business he would probably be do- 
ing about as well as the first year he 
started out. 

Here is the story as he told it te 
us. In 1913 he attended the first 
hardware convention of his career. 
This was the Missouri Retail Hard- 
ware Convention and Exhibit. He 
saw an electrically-driven washing 
machine and, being of a mechanical 
turn of mind, took great interest in 
it. Each day as he came and went he 
stopped and looked at the machine 

while the salesman 

. showed him the 

fine points. Finally 

on the last day of 

the show the sales- 

man proposed that 

Mr. Gude take the 

machine to his 

store rather than 

M let it be shipped 

back to the fac- 

tory. This was 

agreeable to all 

hands and was the 

means of starting 

this firm into a 

record - breaking 

washing - machine 
business. 

a The sale of the 

first machine is in- 
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teresting and probably the 
hardest that Mr. Gude has 
ever been called to make. 
St. Louis got practically all 
of its milk right in the city. | 
Each neighborhood had 
small dairies, and the cows 
were kept in stables and 
fed there. Usually one man 
and a few helpers could do 
the milking and look after 
selling and churning. 


weighed themselves. 


ware. 
Barnes, 
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Free Weight Brings Customers 


T pays to keep something interesting around the 
front of the store, says the Wm. E. Barnes, Inc., 
Memphis, Tenn. A free scale was placed in the front 
of the Barnes store and one Saturday 2000 people 
As they looked at the indicator 
they noticed, of course, the name of Barnes Hard- 
When they need hardware they will think of 
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deducted, otherwise it is 
net. If it is necessary to 
go over ninety days, the 
usual additional charge of 
$1 per month is added. 
This is billed in Missouri 
as rental charge. 

The stove plan is sintilar 
to the one used for washing 
machines. Over 1000 stoves «. 
were sold last year, includ- 
ing combination gas and 





Fares 


There are some of these 

“city” dairies still in St. Louis, but a 
new ordinance compels them to move 
to the country. However, there was a 
dairy near Mr, Gude’s store and he 
wanted to sell this washing macnine 
he had. So he talked to the owner 
fbout it, but made no impression. He 
knew the dairyman’s wife could be 
saved a lot of labor when it came to 
the washing, as she did most of the 
churning too. Here he found a sales 
idea. The electric motor could be 
hooked up to do both the churning 
and washing. At this point the in- 
ventive turn came to Ben’s assist- 
ance. He worked out a series of 
gears, pulleys and what-nots that 
would turn the trick. This sold the 
washing machine for him. 

He sold four machines the first 
year, six the second, then in 1917 
sales were still around five and some- 
thing had to be done. In 1918 he 
saw eleven go out, 1919 totalled 
twenty-two; in 1920 there were 
fifty-five new ones in use; 1921 sales 
jumped to 183, and in 1922 the rec- 
ord reached 426. The first five 
months of 1923 showed 200 with 
sales going so strong that 1922 rec- 
ords will in all p robability be broken. 


Advertising Does It 


An advertising campaign turned 
the trick and was the big sale-builder. 
This was started in 1920. Advertis- 
ing space was contracted for in the 
St. Louis classified telephone direc- 
tory and contracts made with several 
newspapers for space. The first year 
(1920) saw sales just break even 
with expenses. “The second year wit- 
nessed a profit, and of course the 
third year produced the satisfactory 
results. It took two years of hard 
plugging and a faith in the advertis- 
ing program to show results. 


Saw Vise Is Positive in Action 


Made of stamped _ssteel, finely 
japanned, the L. & R. Saw Vise No. 5, 


made by Lewis & Root Mfg. Co., 22 ° 
Park Place, New York City, is positive * 


and quick in action. A notable feature 
of the vise is its lightness and compact- 
ness, and the fact that it takes up but 


In addition to this policy the firm 
started taking booths at the various 
exhibitions and shows being held in 
the city. Prizes were offered and 
people signed little slips which were 
deposited in the washing machine. 
The fund of information gained from 
these slips is remarkable. One of 
these slips is reprinted herewith to 
show the questions asked. Each 
health ‘show or similar affair where 
South End Hardware Co. maintains 
a booth means a prospect list of 5000 
new names. Each list is good for 
just five follow-ups and then a new 
one is gone after. Mr. Gude gets 
them into the store to register and 
this gives him a chance to show 
other merchandise. 

His advertising campaign the first 
year cost $2,030.81 and runs now 
about $1,000 a year. 


Shows Produce Prospects 


Many exhibitors say they never 
make sales at shows. Mr. Gude 
agrees with them, as he sold only one 
machine in seven shows, but he car- 
ried home.5000 live prospects each 
time, and this was all he wanted. 

An important sales feature em- 
ployed by this concern is valuable to 
every man behind the counter. Mr. 
Gude says, “Hold off on the price. It 
scares a lot of them away. Show the 
merchandise first and emphasize the 
good qualities and they are sold be- 
fore they even know what the 
price is.” 

About 80 per cent of the sales are 
sold on ninety-day terms. One-third 
is paid when the sale is closed. Bal- 
ance of payments are made in three 
equal parts every thirty days. A 
chattel mortgage covers the trans- 
action and protects the firm. If spot 


cash is paid on sale, 2 per cent is 





heating stoves. Mr. Gude 
says March is the best month. 


128 Refrigerators in 1922 


The firm alse sold 128 refriger- 
ators in 1922 and sales this year will 
be heavier. 

Every Sunday ads are inserted 
under “Second Hand Goods for Sale.” 
This means over 100 phone calls on 
Monday. Here is a weekly prospect 
list of 100 people to work on. 

A movie was recently made show- 
ing a washing machine demonstra- 
tion that has been used to consider- 
able advantage on different occasions 
and this has helped to put over the 
publicity of both the machine and 
the firm. 


Arousing Consumer Interest 


When a lady comes in to look at a 
washer, Mr. Gude asks her where she 
lives and then shows her, from the 
list of sales on the wall, just where 
there is a machine in her neighbor- 
hood. This builds up interest im- 
mediately. It is a good idea for any 
dealer to have a list of his sales 
where they will do a little quiet and 
effective advertising. 

If you can imagine a retailer 
located in a residential neighborhood 
of one of our large cities spending 
over $2,000 a year for advertising 
and appealing to the entire city for 
business, you can appreciate what 
Mr. Gude has undertaken. He is 
just getting a good start. There are 
two things he believes in, and those 
are—good records and plenty of ad- 
vertising space. The success this 
firm: has made without the aid of a 
good location is a very definite proof 
that advertising is powerful stuff, 
and while it costs money, it is a 
modest investment considering the 
returns after it begins to work. 


little space in the tool box and may also 
be carried in the pocket. It may be 
nailed or screwed to any board or 
bench, and will hold any saw firmly, 
the handle on the clamping lever fold- 
ing in as is shown in the illustration. 
The vise is guaranteed by the manu- 
facturer, and is packed % doz. in a box. 

















June 28, 1923 





HARDWARE AGE 


41 





The Nicholas Hardware Co., Oak Park, Ill., features camp equipment for the holiday season 


S Americans we are mighty 
proud of our Fourth of July. 
Independence Day means a lot 

to us, and since the Great War—and 
the triumph of the democratic ideal 
—we cannot help but feel a renewed 
enthusiasm for the birthday of our 
country. 

If a hardware dealer makes as 
much of an important holiday as he 
should, the public catches the spirit 
of the thing and it creates a spirit 
of increased good-will towards the 
merchant. 

After all, the celebration of our 
holidays does not make much of a 
surface appearance unless the mer- 
chants along the busy streets of the 
ee | ; - 


PI 


Let the 
National 
Holidays 

Help Y our 
= Business 





— 
Sy 





a 


town make a showing. In other 
words, merchants have a very defi- 
nite patriotic duty to perform in 
keeping the observance of national 
holidays before the community. 
Newspaper advertisements should re- 
flect the spirit and windows should 
give the street either a festive ap- 
pearance or sound the note of solem- 
nity, whichever is appropriate for 
the particular holiday being cele- 
brated. 

There is not a hardware store in 
the United States or its possessions 
that should not be decorated gaily 
on the Fourth of July. 

Outside of his patriotic duty, the 
hardware merchant has merchandise 








Holiday display of the Hall Hardware Co., Oak Park, Ill., in which flags were displayed to advantage 
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that is in demand on these days. It 
is almost a national custom to picnic 
on the Fourth, and the hardware 
store has the necessary camping 
equipment, pots and pans, auto ac- 
cessories, vacuum bottles, fishing 
tackle, baseball goods, golf and ten- 
nis supplies, croquet sets, kodaks 
and cameras, lunch sets and many 
other items. 

Decoration Day is spent by many 
in recreation and sports and it takes 
a lot of hardware merchandise to 
supply this demand. The Nicholas 
Hardware Co., Oak Park, IIl., in- 
stalled the window illustrated on this 
page. Notice the cut-out figures of 
the picnickers seated around the 
camp table, with everything needed 
for the automobile, sport and com- 
fort displayed about. The flags 
draped at the back of the window add 
just the right setting. 

Notice also the flag window of 
the Hall Hardware Co., Oak Park, 
Ill. This concern has always made a 
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specialty of flags and sells large 
quantities of them. Everybody in 
the community knows that the Hall 
company has a good stock of flags 
and one can see from the window 
that they range in size from the 
largest to the smallest. Every na- 
tional holiday sees a window full of 
flags at Hall’s. 

While this illustration is from a 
Decoration Day display, it could be 
adapted for the Fourth of July. The 
picture of Abraham Lincoln is just 
right for Decoration Day, while the 
picture of George Washington is 
altogether appropriate for the 
Fourth. 

The Hall company sells toys the 
year round and has used the dolls in 
this window to advantage. 
noted that they are all lined up in 
parade form and each carries a 
small flag. Toy furniture is also 
used to carry out the picnic idea 
with the dolls seated at the table and 
the paper lunch sets on display. Not 


It will be 
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only is the spirit of the holiday car- 
ried into the window, but flags, toys 
and picnic equipment are advertised. 
This firm sold about $10,000 worth 
of toys around Christmas and of 
course it knows the kiddies want new 
things for the Fourth. 

Besides flags, toys, auto equip- 
ment, sporting goods and picnic 
equipment, many hardware dealers 
have gone in for fireworks and fire- 
crackers, where the sale is permissi- 
ble. Also there are the safety de- 
vices for Independence Day celebra- 
tion, such as sparklers, cap pistols, 
etc. This merchandise brings the 
youngsters—the buyers of tomorrow 
—into the store. It is worth while 
for the merchant to cultivate this 
trade. 

This year, 1923, has been a good 
year. Everybody is busy and condi- 
tions are much improved. There will 
be a world of flags and the other 
merchandise mentioned in this arti- 
cle sold for the Fourth. 


Sepeneenvestantnngeveneseararerane 





Appreciation That Speaks for Itself 


TIYXHERE’S a lot of satisfaction to be derived from the fact that you have succeeded in 








doing something that meets with the approval of someone else. 
common to the human race from the cradle to the grave. 


It’s a feeling that is 
And trade papers, like people, 


have the same feelings regarding things for which they have been in some measure respon- 


sible. 


“A Series of Advertisements That Will Help You Sell More Juvenile Vehicles.” 


HARDWARE AGE in its issue of June 14 published an article by B. J. Paris entitled 


We thought 


it was pretty good at the time, but the following letter makes us sure of it: 


GENDRON WHEEL CoO., 
TOLEDO, OHIO. 
June 14, 1923. 
Mr. Liew S. Sou.g, Editor, 
HARDWARE AGE, New York City. 
“Dear Sir: 

“We have read with much interest the article on 
page 70 of your June 14 edition. Articles of that 
kind encourage the manufacturer of children’s ve- 
hicles, that is, wagons, velocipedes, juvenile autos, 
etc. It has only been in the last few years that 
dealers have really tried to sell this class of mer- 
chandise and it is still very new to them. Toy 
departments used to be looked upon by a hardware 
dealer as a department that would be well enough 
for some other store, but not do at all for a hard- 
ware store. When they would have a “toy” depart- 
ment, as they called it, they only run it at Christmas 
time and when Christmas was over any unsold mer- 
chandise was either sacrificed at a close out price 
or packed away until the next season. 

“Manufacturers have largely been responsible 
for this changed attitude because they desired very 
much to take that holiday peek out of their business 
and distribute it more over the entire year. The 


result is that many hardware stores as well as de- 
partment stores and other retailers have been keep- 
ing their toy departments open the year around 
and doing a yery splendid business. 

“It is also a fact that such articles as coaster 
wagons, juvenile autos, velocipedes, etc., are used 
in these Northern climates only during the summer 
time and if they are bought for Christmas presents 
they are just laid away in the cellar or attic until 
the weather is so that the children can play out of 
doors. The dealers have been taking advantage of 
this fact and showing children’s vehicles during the 
summer months, but as stated in the first para- 
graph, this is all new to them and any encourage- 
ment such as is contained in your present article is 
very beneficial. We have been urging this action 
on the part of various trade papers for a long while 
and do sincerely hope that this article by you will 
call out articles by other trade papers, all of which 
we are sure will be to the benefit of the retail dealers 
as well as to the manufacturers who carry their 
advertisements in your paper. 

Yours very truly, 
THE GENDRON WHEEL Co., 
J. C. Meyers, Sales Manager. 
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C. M. Felt 
7urns a 


$1500 Radio 


Stock 
Every 
29 Days 


AR TIME naval radio training 
has proved a good commercia! 
asset to V. J. Schumacher, 
whose main job is that of bookkeeper 
and credit man for C. M. Felt, retail 
hardware merchant of Huntington, 
N. Y. When the radio craze became 
very general people in this little 
Long Island town came to Felt’s 


HARDWARE 
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Above is shown a radio display of C. M. Felt, Huntington, L. I., while below is a 
corner of this store’s busy and business-like radio department 


store for copper wire, insulators and 
other articles needed in making radio 
sets. 

In March, 1922, this dealer estab- 
lished’a radio department and placed 
Mr. Schumacher in charge. The de- 
partment was given a preferred posi- 
tion in the store—up front to the 
right of the door. Mr. Schumacher 
has found that the big demand in 
complete sets is for outfits selling 
from $27.50 to $165. His average 
stock is valued at $1,500 and he finds 
it turning over about every 25 days. 

To sell radio equipment at a profit 
to the house and insure satisfaction 
of the customer Schumacher main- 
tains a good set of his own. This 
familiarizes him with local atmos- 
pheric conditions and keeps him 
informed on the nearest broadcast- 
ing programs. He has found that a 
little time spent in helping a cus- 
tomer assemble a set results in 
further sales from friends of the 
radio fan as well as in subsequent 
sales from the original purchaser. 
Radio gets to be a hobby with a man 
very quickly, he has found, and it is 
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a hobby which will bring handsome 
profits to the hardware dealer who 
knows what he is selling. 

Schumacher with his naval radio 
training is able to understand the 
many problems of local amateurs. 
He has assisted the boys of Hunting- 
ton in forming a local radio club. 
Incidentally, he has sold them the 
equipment for the club and has sold 
sets and parts to many individual 
members, 

By working out the new hook-ups 


Sells 20 Washers with Only 
276 Prospects 


URING the month of March, 

1923, a salesman for the Theis- 
sen Hardware Co., Detroit, sold 
twenty electric washing machines. 
Four of these were for cash com- 
plete at time of delivery. This is an 
exceptionally good record when one 
considers that he had only 276 pros- 
pects in sight. 

This store is located in the ex- 
treme west suburban section of De- 
troit in a sparsely settled yet grow- 
ing community. The prospect list 
was obtained from a city list of 
homes that have been wired for elec- 
tricity. Theissen had been carrying 
washing machines for three years 
with only moderate results until this 
plan was tried out. 

The Theissen Hardware Co. al- 
lows $10 off on cash sales and will 
not sell a machine without an initial 
deposit of $20. Mr. Theissen, Jr., 
recommends that hardware dealers 
carry well advertised makes and that 
they insist upon complete demonstra- 
tions of the leading machines. He 
also advocates handling the different 
types, (oscillating, cylinder, and 
plunger) picking the best from each 
group. He has followed this method 
and finds that people have decided 
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and giving reliable radio data io 
all customers and~prospects Schu- 
macher has made many friends 
among local radio fans. The result 
has been very gratifying to C. M. 
Felt, who feels that the addition of 
the radio department was a good 
move. : 

“Study the theory of radio recep- 
tion and learn the relation of the 
many parts” is the advice offered by 
this radio man. He feels that the 
dealer can well afford to study radio. 


preferences for one type and will 


insist upon obtaining this particu-. 


jar type. No home demonstrations 
are made unless the prospect re- 
quests it or seems to be actually con- 
templating such a purchase. 


F. C. Stearns Employs Painters 


HE F. C. Stearns Hardware Co., 

_ Hot Springs, Ark., employs a staff 
of painters. Mr. Stearns said that 
they did not originally want to go 
into the business that far. They 
found, however, that there was con- 
siderable demand for painters and 
that they could get a great deal of 
business which would be lost other- 
wise. In view of this fact, the firm 
hired a number of experts. The job 
can be figured with the work included 
or without, which ever way the cus- 
tomer desires, and there is no at- 
tempt to force them to use the com- 
pany’s men. 

A very large stock of wall paper 
and paint is carried, as well as win- 
dow glass. The recent flood did con- 
siderable damage to windows along 
one street, and a good stock helped 
merchants to get their windows re- 
placed without delay. It was esti- 
mated that about $25.000 worth of 
glass was broken during the storm. 
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He will find it not only fascinating 
but very profitable. Felt sells not 
only complete sets but a large quan- 
tity of parts. 

He cautions hardware dealers to 
buy from reliable sources. Standard 
outfits and parts made by recognized 
manufacturers must be the buying 
rule or the dealer will lose the confi- 
dence of his customers. In buying 
parts, Mr. Felt has found that a 
study of the market will save con- 
siderable money. 


One Window Display Per Sales- 
man 


rFXHE Richmond Hardware Co., 

Clarksville, Texas, has solved 
the problem of having fresh, attrac- 
tive windows at all times. Mr. 
Richmond says that he has two 
bright young men in his organiza- 
tion and each of them is given a 
window to look after. As the result 
of this system the spirit of friendly 
rivalry produces some fine results in 
displays and trade-getters. 

Store windows represent the most 
expensive space in a hardware 
store and yet they produce more 
returns on the investment than al- 
most any other method of getting 
merchandise before the _ public. 
Window trimming is a_ serious 
problem to many merchants who 
think they must do it all them- 
selves, with the result that they 
become neglected and fail to pro- 
duce results. 

Start a little friendly rivalry 
among your salesmen by giving 
each one of them a window to trim. 
Give them HARDWARE AGE for the 
many suggestions from all over the 
country and then sit back and 
watch trade and the general tone of 
your store improve. It’s a sure 
thing that it will. 


Signposts to Success:— Have a Goal 


S we move along through life it is tremendously 
Fy techn to have some sort of a goal. a destinal 
point, to be going somewhere, not merely going. A 
goal or recognized destinal point is important for sev- 
eral reasons. In the first place, its provides the spur to 
ambition and compels us to “keep on keeping on,” no 
matter how discouraged we may become at times. It 
is the star at which we are aiming and which we some- 
time hope to reach. 

If we are just aimlessly wandering along through 
the day’s duties and obligations it is all too easy to 
stop when things begin to go wrong, and to imagine 
that nothing matters very much anyway, so why 


struggle? If we have an objective, a goal, a destinal 
point, we will keep forging ahead with it ever in mind. 
And, too, having some goal or point toward which we 
are working adds zest to the work, puts happiness into 
every day, makes life worth while. Success attained by 
people who work along in the aimless, hit or miss 
fashion is always accidental afd usually finds the aim- 
less individual not ready for it. 

Have a goal and when you reach it, fix another for 
yourself and when this is attained keep building other 
goals, visioning other destinal points, and you will find 
that the grubbiest of every day tasks will not seem 
grubby or ordinary at all. 
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§ Maryland firm 
= gets goods out 
where they are 
se seen and 
creases sales 


in- 
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of a new department or the re- 

solve to make a drive for in- 
creased business in certain lines 
means expensive experimentation. 
Wright & Lowe, Centerville, Md., 
were not satisfied with their sales in 
the housefurnishings department, 


Teen the introduction 
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and decided to take advantage of the 
empty store next door. They se- 
cured this adjoining property and 
broke down the wall, thus enlarging 
their main store by about 20 ft. in 
frontage. The front part of the new 
section was selected for the house- 
furnishings department. Stocks 





Here is the “ten cent table” that brings profits to Wright & Lowe. 
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Ten, twenty-five & 
cent and $138 
tables prove & 


firm’s best busi» — 
ness getters = 


Wright & Lowe Discards Counters and | 
Builds Profits with Display ‘Tables 
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were augmented and a drive made to 
sell more goods in this end of the 
business. This might be termed the 
first step in intelligent merchandis- 
ing—for the firm spent money to 
earn greater profits. 
Conventional wall 
built for the goods. 


shelves were 
Three tables of 


aed | 


Above is the “dollar table.” 








The “twenty-five cent table” features a variety of goods. 
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hi eek 5 il 
peers a nose 


It’s the midway table and 


is a real, sure-fire, profit maker 


good size were placed on the sales 
floor. There were to be no counters. 
The first table contains an assort- 
ment of items selling for ten cents 
apiece. The second table displays 
articles selling at twenty-five cents 
each, and the third is the $1 table. 
These three tables are arranged in 
the order named. 

Flanking the entrance to this de- 
partment, it will be noticed from the 
accompanying illustration, is a three- 
step display rack covered with green 


Swat the Flies and Pocket the 
Proceeds 

OREHOUSE & WELLS CO., 

Decatur, Ill., recently put in 
a window showing fly sprayers and 
the liquid used in them. Solutions 
of this kind have been remarkably 
successful with cattle and animals 
of various kinds. There is hardly 
a farmer that has not thanked his 
stars for the invention. Selling this 
material is performing a real ser- 
vice to the health and comfort of a 
community and secretly—it’s profit- 
able. 

Windows of this kind are sure to 
get the attention of the passersby. 
One thing that is decidedly helpful 
to them is the use of show-cards 
bearing eye-catching slogans that 
impress the need of purchasing upon 
the onlookers. 


felt. On this rack will be found dis- 
played a miscellaneous group of 
household articles. This display, we 
are told, will be changed weekly so 
that practically every visit made to 
this section of the store will suggest 
ihe purchase of different items. 
The ten-cent table is the big seller. 
Here are displayed such items as can 
openers, soap shakers and the like. 
The total sale per customer is usu- 
ally about forty cents. Not a large 
sale, but each customer is thus 





This window display of Morehouse 4 Wells Co., Decatur, Ill., is the kind that is sure 





June 28, 1923 


brought into the housefurnishings 
department and is introduced to the 
many other wares on display. The 
twenty-five cent table near at hand 
also suggests a purchase. The $1 
table, just beyond, has its own at- 
traction. Mr. Lowe tells us that 
people primarily intending to spend 
a thin dime for a can opener fre- 
quently leaves $5 or $6 in the Wright 
& Lowe cash register. This must be 
good merchandising. 

The three special tables are the 
biggest sales pulling instruments 
that the firm has ever tried. When 
the new department was ready for 
inspection the sales staff was in- 
structed to invite every customer to 
visit it. More than 90 per cent of 
these so-called visits resulted in 
small sales. Mrs. Smith would buy 
some unique device for ten cents or 
twenty-five cents and Mrs. Jones 
would see it and visit Wright & 
Lowe to get one for herself. These 
three tables have actually become the 
topic for card party conversation in 
Centerville and business is good. 

Another sales rule of this house is 
to ask every customer about linoleum. 
The company carries a good stock of 
this floor covering and by constant 
suggestion to their customers they 
sell a good quantity of it. 

The arrangement of the three 
special tables is worthy of special at- 
tention. A woman needs very little 
prompting to inspect closely an as- 
sortment of ten-cent items. This 
first table with ten-cent offerings 
brings her into the department and 
then leaves the rest to a good hard- 
ware salesman. 





to go big at this season of the year 
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Making the Customer Glad He Came In— 
Costs You Money to Get Him There 


Watching Store Conditions from a Conning Tower 
Will Put You in Touch with Things and 
Helps to Build Up Good Will 


Dade Travoru~ 


a customer into the 

store—for lawdy’s sake 
make him glad he’s there 
when he comes. Some folks 
will ask how comes that 
statement that it costs a 
retailer money to get 4 cus- 
tomer to enter his store— 
he does not give a customer 
anything for coming? Cor- 
rect—he doesn’t pay a cus- 
tomer a cent for making 
the trip. 

But he pays rent, light, clerk hire and a dozen other 
bills to provide a set-up to encourage the customer to 
come and spend his money with him instead of with 
some one else. 

If he didn’t ‘lay out this money—provide this set- 
up—he wouldn’t come. 

If his daily expenses for all the things enumerated 
are, say, $50, and 400 customers enter his store in a 
single day, each customer costs him twelve and one- 
half cents. 

If only 200 come in, each has cost him an average 
of 25 cents. 

@ The fewer that come into the store the higher the 
cost per capita, and the more that come in the lower 
per capita cost. 

Like the air we breathe, the overhead is always with 
us and we cannot escape it any more than we can 
escape death. 

The Big Idea being to get folks to come in, so as to 
lower the overhead average per customer, the mer- 
chant on his toes for busi- 
ness will take large pains 
to see that none who comes 
in is sorry for his com- 
ing and through neglect, 
inattention, discourtesy or 
other cause is persuaded 
to leave feeling aggrieved. 

Some retailers with fine 
merchandising sense have 
solved this problem; some 
haven’t. 

There is a certain west- 
ern hardware dealer who 
has solved it beautifully, 


] T costs you money to get 





and who prospers in fro- “__the boss is on his tocs” 


is: 
Sf 


the store wants the customers to come back” 





portion to the friendly ser- 
vice rendered, affirming 
that it pays. At one end 
of this man’s store, he has 
_ built an office on a mezza- 
nine floor overlooking every 
section of the store. 
Sitting at his desk in 

this mezzanine, he is in con- 
stant touch with every- 
thing that goes on below. 
@ If a customer is observed 
standing about like a neg- 
lected wall flower, he 
touches a buzzer connected with the nearest unoccu- 
pied clerk and gets him on the job immediately. 

Prompt service is his big idea of satisfactory ser- 
vice—folks who have to wait may change their minds 
and leave. 


» 
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F a customer is petulant, displeased, complaining, 

and the clerk waiting on him is apparently not 
succeeding in adjusting the difference to his complete 
satisfaction, from his post of observation the mer- 
chant is able to perceive that fact and see that the 
store manager or some one else competent to handle 
the situation is sent to the counter at once—in this 
store satisfaction is guaranteed and the customer 
always right. There must be no friction with cus- 
tomers. The store wants the customer to come back— 
wants him to feel that it is a friendly place to buy 
anything he needs—no fuss, no trouble, no ‘question 
about adjustments when needed. 

Which, brother, is sound business psychology, 

whether the customer is all 
wool or just a_ simple 
chronic crank with a nerve 
of brass and a mind of pin- 
wheels. 
@ If after making a pur- 
chase, a customer’ asks 
credit—is unknown to the 
clerk—may be a _ govern- 
ment employee strapped 
until next pay day—dquietly, 
unobtrusively, the boss is 
advised. 

He looks them over, con- 
sults his credit records, 
asks a few simple questions, 
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and okays the request if they look good to him. 
They can only sting him for one small bill of goods— 


he can take a chance. If they don’t 


get any more—invariably they pay. 
lost relatively little through this form of customer 


courtesy. 
If one of the clerks goes asleep on 


lects to keep the counters and tables in the center of 


the store clean and well trimmed, a 


mezzanine wakes him up quickly and gets him moving, 
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pay, they cannot 
The store has 





June 28, 1923 


the store must be spic and span at all times, all alibis, 
excuses and stalls being contraband and not accepted. 

When the boss is on his toes, watching every min- 
ute everything that goes on, business is bound to move 
smoothly and the good-will of every man, woman and 


child who enters the door conserved and the store as- 


the job and neg- 


buzzer from the 





sured that they will come back. 

It costs money to get a customer into the store—for 
lawdy’s sake and your own, try to make them glad 
they are there—it pays. 


A Light on Selling Flashlight Batteries 


Here’s a Device That Shows Your Customer You- Are 


ferent stores selling flashlight 

supplies, the progressive hard- 
ware merchant who would keep his 
trade must look to his laurels. An 
extra grade of service is neces- 
sary to convince the customer that 
he is surer to get better batteries 
at your store than at your competi- 
tors. There is no better way of do- 
ing this than using a testing device 
before the customer on every battery 
and bulb sold to him; but strange to 
say this is the very thing the average 
merchant neglects to do. There are 
exceptions to the rule, of course, but 
three-quarters of the flashlight deal- 
ers are using makeshifts, if they 
use anything at all, to test the bat- 
teries they sell. Nothing shakes the 
customer’s confidence more than to 
buy a battery and have it fail to give 
light. It may be exchanged for a 
good one ever so cheerfully, but the 
next time he wants one 
he is more likely to step 


ee with so many dif- 


Selling Dependable Merchandise 


for each type of battery and because 
bulbs may be tested in a second’s 
time. 


The Necessary Materials 


The materials necessary are six 
“miniature base” cleat receptacles, 
a few inches of copper wire, five ma- 
chine screws and nuts or old battery 
or spark plug terminals to fit them, 
and a little 4% in. or 5/16 in. thick 
wood. Take a piece of this wood 
about 3 x 12 in. and drill holes evenly 
spaced so that the receptacles can 
be sunk flush with the top of the 
board. Five of these are wired as 
in drawing “A,” one terminal of each 
being connected to a’ piece of insu- 
lated flexible wire which hangs about 
8 in. out from the tester and the 
other terminal of each being con- 
nected up to the machine screws in 
front. These machine screws can be 
marked by voltage or by battery num- 


TEST BULB 
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across the street for a 
renewal battery for his 
handy lamp. When one 
can remedy this ill at a 
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very small outlay of 
money -and time, one 
surely should. 

The battery tester de- 





BATTERY 























scribed in this article 








2.7v 2.9v 





was devised by Norman 
P. Mason, of The Sowles 
Hardware Co., Platts- 
burg, N. Y., and used 
with much success by 
that company. 

The tester should oc- 
cupy but little space and 
should increase the vol- ry 
ume of regular battery 
and bulb renewal sales 


Fle ible 


Test Bulb Here 


ber. To test at battery, simply rest 
one end on the stud corresponding 
to the voltage and touch the tip of 
the flexible wire to the upper end. 
If the bulb glows brightly the re- 
tailer and his customer are sure the 
battery is good. 
Now for the bulb tester. The last 
socket is connected to a No. 750 
Eveready battery which lies beneath 
this board. Small clips can be made 
to fasten on the battery terminal by 
doubling a piece of sheet brass and 
soldering the clips to short wires 
fastened to either side of the socket. 
Before fastening this socket to the 
board the walls of the socket into 
which the bulb would ordinarily 
screw should be cut into so that they 
open up a little like the petals of a 
flower. This allows the bulb to be 
pushed in and taken out hurriedly 
without tediously screwing it both 
ways. All sizes of bulbs can be 
’ tested in this one recep- 
tacle without danger of 
burning them out as the 

voltage is very low. 
Your tester is now 
ready except for a frame 
about an inch thick un- 
der it to cover the wires, 
etc. It should be mount- 
ed in a conspicuous place 
near the battery and 
bulb stock where cus- 
tomers will not have the 
slightest difficulty in 

seeing it. 

Things such as this in- 
variably raise your firm 
in the estimation of your 











considerably. It is an ‘>‘— 





improvement: over the 
usual testers because it 
has a separate indicator 


customers. When a man 
knows that he can go to 
a store and have the 
goods he buys tested be- 
fore his eyes it’s a sure 


Machine 
Screws 


thing he’ll visit that 
store whenever he buys 
hardware. 
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With such an extensive and well-displayed stock is it any wonder that the Mohr-Jones Hardware Co. sell 200 stoves a year? 
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Advertising and Demonstrations Sell 
300 Stoves a Year for Mohr-Jones 


OW would you like to have 
your records show 300 stove 

sales a year? The Mohr- 

Jones Hardware Company, Racine, 
Wis., had that pleasure last year. 
Over 60 combination stoves were sold, 
66 gas ranges and 135 other types, 
including heaters, ranges, laundry 
stoves and some second-hand stoves 
traded in for new stoves, with a total 
of 300. Advertising and demonstra- 
tions turned the trick, according to 
C. M. Minear, manager of the store. 
This firm is fortunate in having a 
separate room for household mer- 
chandise. Refrigerators, gas and oil 





The Holder Hardware Co., Bloomington, Il1., 
the prospect will pay mighty close attention to these seasonal items. 


stoves and ranges are displayed 
prominently, and vacuum cleaners 
and washing machines occupy the 
front part. Linoleum is also fea- 
tured, and in the accompanying il- 
lustration you can see the three 
sample rolls near the back of the 
room. The floor is covered with lino- 
leum and this helps make the show 


room decidedly attractive to the 
housewife who makes most of the 
purchases in this department. Two 


windows are without backs and al- 
ways contain displays of the mer- 
chandise of this department, while 
the people in the street see not only 





displays oil stoves. washing machines and refrigerators together. 


the window but the disp:ay room be- 
hind it. 

The wise hardware dealer keeps 
these classes of merchandise _to- 
gether. Unfortunately, there are 
some who rather neglect the general 
appearance of their stock of the 
large household merchandise. This 
goes for the hardware, furniture and 
department stores alike. But you 
can bet your last dollar whenever 
you run across a department that is 
well displayed and kept clean, that it 
is a money maker because the dealer 
is on the job and after the business. 
Dust. never collects where there is 











In hot weather 
This idea has paid dividends 
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motion or action. Moral: Start a 
littie action, and the dust will disap- 
pear and the profit side of the depart- 
ment will sing a different tune. 
The Holder Hardware Company, 
Bloomington, IIl., also has a separate 
room for this department. Notice 
the accompanying illustration show- 
ing the two aisles and the neat ar- 
rangement of the merchandise. 
Washing machines and oil stoves 
are shown in the foreground, with 


= 


the refrigerators running a close 
second. These are the three items 
that are selling at the present time, 
and the money that is going to be 
spent on these three items this sum- 
mer will be amazing. Manufactur- 
ers have been working night and day 
to get enough material made up for 
the big business that has already 
started. This season will break all 
records on oil stoves, and now is the 
dealer’s chance to clean up. 

If your business is in a fair-sized 
city, you will find the gas stove de- 
mand exceptionally large this year. 
The homes being built in all sections 
are greater by far for the one season 
than they have been for the past sev- 
eral years put together. A gas stove 
from your store should go into each 
of these new homes, to say nothing of 
the houses installing gas for the first 
time and the replacement of old 
stoves. 

Right in Chicago the gas-stove 
business was never so good as it is 
today. Big advertising campaigns 
advising the use of gas have been 
featured and they are having a wide 
spread effect. The L. Stauber Hard- 
ware Co., Chicago, is a decidedly up- 
to-date store in the northwest section 
of the city, and this firm states that 
its gas-stove business is picking up 
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rapidly. The firm attributes some of 
this increased business to a change 
in policy of one of the large utility 
distributors in changing over its 
merchandising policy to a fair and 
sound basis. 

The accompanying _ illustration 
shows the gas plate rack designed 
by William E. Stauber. It cost less 
than $10 and is as handy a “wrinkie” 
to have around the store as anything 
you ever saw. 
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in. galvanized; 10-in. nipples are used 
for the upright supports and can be 
varied according to the use of the 
stand. Three-quarter inch flanges 
are used to make the foot rests, and 
on each level of the stand as shown 
in the illustration and diagram. The 
other material consists of tees, e!- 
bows, side outlets and pipe clamps, 
to hold the boards on the framework. 
The base is 44 in. deep, the first plat- 
form is 84 in., the second 23 in., 
while the uppermost is 15 in. deep. 

This display stand is the progres- 
sive idea of a progressive hardware 
merchant, and Mr. Stauber is glad 
to pass it on to the hardware trade 
at large. 

If you are a little down-hearted 
about the stove business, take a tip 
from the hardware men who are 
making it pay them well for their 
time and trouble. They get the busi- 
ness, and there is just as much de- 
mand in your territory if you make 
your plans to “bring home the 
bacon.” 

In many sections this class of ma- 
terial sells best on the part-payment 
plan. Many of the merchants take 
an initial deposit of 5 or 10 per cent 
of the value and have the purchaser 
sign a lease for the article. Month- 
ly payments are to be made at stipu- 
lated amounts within a certain time 
or some allow thirty to sixty days’ 
time and charge a fixed amount each 


1S deep, 
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The Stauber store recently in- 
stalled new fixtures and is using an 
orange background for their panel 
boards. Consequently the woodwork 
of this stand is orange colored and 
the piping is painted with aluminum 
paint. A stand of this kind has a 
place in every hardware _ store, 
whether it is used for gas plates, 
specials, household helps like pot 


cleaners, dish towels, lid lifters, 
brushes, cleaning compounds and 
floor oils. 


The construction of the stand is 
extremely simple. The pipe is %4- 


month after that until payment has 
been made. 

Prospective buyers of stoves may 
also be circularized very advantage- 
ously. An inefficient stove is a 
never-ending source of annoyance 
and discomfort to the housewife, and 
for this reason a circular pointing 
out the features and advantages of a 
properly designed stove will secure 
her serious attention. Where stoves 
may be purchased by making an ini- 
tial payment this fact may be men- 
tioned, and should prove an impor- 
tant factor in making sales. 
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Joliet, Ill., Celebrates Two Hardware 


YF ENHE second week of April was 
f gtd week in Joliet, Ill. 
The Barrett Hardware Co. 
celebrated its seventy-second year 
in business. The president of the 
firm, J. O. Barrett, is seventy-two 
years old and has been connected 
with the business for fifty-six years. 
The Pennuto Hardware Co. cele- 
brated its tenth anniversary during 
the same week. The people of Joliet 
and the surrounding trade terri- 
tories made these two celebrations 
gala occasions and they will be re- 
membered for a long time. 

These two firms are convinced 
that such celebrations pay. The 
Barrett Hardware Co. has put on 
many of them and they know how 
to do the right thing at the right 
time. The history of the Barrett 
store is doubtless familiar to HARD- 


One of the window disvlays used by the 


of the 


Anniversaries 
Sales and Demonstrations 
Feature 56th Birthday of 

Barrett Hardware Co. 
and 10th Natal Day of 


Pennuto Hardware Co. 





WARE AGE readers. Each year of 
struggle and trial from the modest 
beginning has proven the worth of 
the men at the helm and of the 
loyal employees, until today the 
store is known as one of the largest 
and most progressive hardware 
stores in the Middle West. 


Pennuto Hardware Co. during its anniversary celebration. 


Barrett Hardware Co. 


In One Week 


Frank Pennuto started his busi- 
ness outside of the regular business 
district just ten years ago and has 
met with unusual success, due to 
hard work and clear thinking. The 
first Pennuto store was a very small 
place, but today stands as a remark- 
able achievement to ten years of 
intensive merchandising. 


Advertising the Celebrations 


The two celebrations were similar 
in many respects. Big newspaper 
ads announced the anniversaries. 
Special bargains were featured and 
announcements made of the various 
firms who would have exhibitors in 
the store on the day of the anni- 
versary. Pennuto offered a 25-cent 
allowance on any purchase if it was 
accompanied by the coupon in his 
advertisement. 





Above we see the interior 


during its own birthday 
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Souvenirs were on hand: in great 
quantities. Barrett’s had 1000 thou- 
sand youngsters visit the store be- 
tween 8 and 9 o’clock in the morning 
and each one received a savings 
bank in the shape of a small can 
of paint and a tin contraption that 
cranked like a Ford and made 
enough noise to wake the dead. One 
thousand children on the streets at 
9 o’clock made enough noise to in- 
form the people who had not read 
the papers what was going on. Mr. 
Pennuto supplied his young cus- 
tomers with the same kind of con- 
trivance and succeeded in waking 





up his end of the town to the real- 
ization that Pennuto’s was very 
much alive and was the place in 
which to buy hardware. 

Bicycles, saws, washing machines, 
cleansers, paint, cutlery, incubators 
and other lines were demonstrated 
at the Pennuto store. Not only 
direct sales resulted from this, but 
the way was opened for good future 
business. 

Twenty factory representatives 
were on hand at the Barrett store 
and it was crowded from the time 
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the doors opened until they closed 
at night. It is estimated that over 
6000 people visited the store. The 
cash sales almost tripled the usual 
day’s busines8. Each man on the 
Barrett floor wa#Sproperly tagged 
with a ribbon on which the word 
Service was printed. The manu- 
facturers had arranged their ex- 
hibits and displays on tables and in 
specially prepared booths. The ac- 
companying illustration shows some 
of the late comers in the evening. 
The people at the left are looking 
at the auto accessories. The center 


display featured paint and was 


crowded all day. At the extreme 
right a stove demonstration was in 
progress. And they certainly’ sold 
seeds during this anniversary. The 
Barrett company is quite proud of 
the way their seed business has 
grown into a large department in 
just a few seasons. 

The other two illustrations show 
the Pennuto windows during the 
anniversary. Paint was featured in 
one and the effective way of dis- 
playing it on the step ladders is an 
idea well worth copying. In the 
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other window cutlery and tools were 
demonstrated by a manufacturer. 
Tools and cutlery of all kinds were 
also displayed. 

This method of getting better ac- 
quainted with the buying public has 
grown in favor. In a way it is a 
good deal like the old-time foreign 
fairs and markets, where great 
crowds went to see the displays and 
to buy. In our modern methods of 
merchandising it has frequently 
been found that some of the old 
methods have been extremely ef- 
fective. Our great expositions have 
been glorified examples of the old- 


ERE’S an- 

other birth- 
day window of 
the Pennuto 
Hardware Co. 
Paints were fea- 
tured in this in- 
stance and not 
only the paints 
themselves but 
all the other ac- 
cessories needed 
to make the 
painting job 

complete 


time fairs and almost every county 
can boast of some kind of fair or 
exhibition today. 

When a hardware man decides to 
put on a big anniversary sale or 
exhibition he gets all of his people 
together and the plans are made. 
Each man’s job is outlined. With 
everybody pulling together to make 
the thing a success such sales or 
anniversaries have proven to be not 
only the means of getting in extra 
cash but of increasing the patron- 
age and producing prospects. 


Solid Silverware Department Turns Stock Six Times 


ANY people have peculiar ideas about what hard- 


There was a time when hardware dealers refused to 


Those 





ware stores carry. They imagine you can’t get 
anything but nails and bolts. Perhaps that is the local 
dealer’s fault, but these same people would be sur- 
prised to go over the country and see that the modern 
hardware store has become the department store of 
non-perishable merchandise. Almost anything that is 
destined to long wear and has lasting qualities comes 
from a hardware store. 


think of carrying a line of sterling silver. 
times have gone, however, never to return. The Rich- 
mond Hardware Co., Clarksville, Tex., carries $1,000 
worth of sterling silverware. A woman buys this 
class of merchandise because she knows what will sell 
and the patterns her customers will purchase. This 
stock turns six times yearly. That is a better record 
than many jewelry stores can show. 
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Are You Capitalizing the Sports 
in Your Neighborhood ¢ 





_. Tere ARE ABOUT ONE 
~~ MILLION GOLFERS IN THE 
UNITED STATES, INCLUDING 
WOMEN AND CHILDREN-THERE 
ARE TWO THOUSAND SIX 
HUNDRED PRIVATE CLUBS AND 
A LARGE NUMBER OF PUBLIC 
' COURSES -THE TOTAL ANNUAL 
EXPENDITURE FOR GOLF 
CLUBS AND BASIN. 1923 
WILL APPROXIMATE. $50,000,000 






















TENNIS IS ONE OF THE | 
MOST POPULAR PASTIMES 5 
AMONG THE YOUNGER 

GENERATION, \TS_ VOGUE 
IS EVEN GREATER THAN 
GOLF~ MILLIONS ARE. 
SPENT. YEARLY FOR EQUIPMENT me ee 


"THERE ARE 5,753,000 BOYS BETWEEN : aT 
A THE AGES OF FIVE ANDNINE-5369,306 _l_ 4 
BETWEEN THE AGES OF TEN AND FOURTEEN {> 
4 673,792 BETWEEN FIFTEEN AND NINES 
TEEN- AN IMPRESSIVE NUMBER OF | 
PROSPECTS FOR BASEBALL EQUIPMENT——~ “s 


TOYS ETC aA 


IN FORTY-SIX STATES LAST 
YEAR 4.495.007 PERSONS SPENT 
$5,633,410 FOR LICENSES TO HUNT 
AND FISH — AN ENORMOUS SUM WAS 
EXPENDED FOR EQUIPMENT 























¢ ,\ 
I, Ve y! 


Avtomosive OWNERS BUY A TREMEN-< 
DOUS AMOUNT OF CAMPING AND | 
PICNICKING SUPPLIES — ALSO $158 


PER PERSON EACH YEAR FOR TIRES, 
REPLACEMENTS AND ACCESSORIES 























HARDWARE AGE 





June 28, 1923 





When the. Customer Says the. “Price. 
Je boo High 


NHE toughest argument the retail clerk ever en- 
ji counters is the old stereotyped one “It’s too high.” 
Ninety-nine times out of a hundred when a cus- 
tomer springs that old stand-by, he takes the fight 
all out of the salesman and gets away without buying. 
The peculiar part about it all is that the customer 
doesn’t mean it when he says it. What he really 
means is that the salesman has not sold him on the 
value of the article; has not made him realize that the 
article is worth more to him than the money which 
the price represents. 

Instead of quitting when the customer says: “It’s 
too high,” the proper thing to do is to take advantage 
of the opportunity presented to show him that the 
price is really low when compared with the ser- 
vice and satisfaction the article can give him. Al- 
most invariably the customer’s “It’s too high” is but 
his reaction to poor selling. In other words, the price 
is too high for the few advantages the salesman has 
shown that the article possesses. If, however, other 
advantages are brought out and stressed, the price 
becomes a perfectly fair one. 

Remember this: When a customer says an article 
is too high, he seldom means that price is higher than 
he can afford to pay. He usually means that you have 
not shown him enough value to offset the price you 
have quoted. 

I was in a hardware store a short time ago when the 
salesman refused to take the count from the old solar 
plexus, and finally succeeded in landing the sale. The 
customer was a woman, and she was looking at a 
vacuum cleaner. The salesman began by telling her 
about the construction of the cleaner, its power, last- 
ing qualities, etc. She listened attentively and then 
asked the price. $50 was the answer. The woman 
threw up her hands in holy horror. ‘That’s altogether 
too high,” she said. Right there the salesman realized 


that he had been harping on the wrong selling key. 
“It does seem high at first thought,” he said, “but 
you couldn’t buy what it will do in any other form 
for twice as much. The cleaner draws all the dirt, 
dust, lint and germs out of your carpets and into this 
bag, where they can be easily disposed of. It doesn’t 
scatter any dust or germs in the air where your 
children can breathe them. Its sanitary features 
alone are worth more than the price asked. At the 
same time it raises the nap of the rugs, making them 
look clean and new, and does not wear them as sweep- 
ing and beating does. The saving on rugs is a big 
item in its value. It runs easily and lightly, requiring 
none of the heavy burdensome work of ordinary sweep- 
ing, while it does the work thoroughly and in less 
time. Not only that, but it is an article you can justly 
be proud of, and one that will give you a lifetime of 
service. Try it yourself. See how easily it runs and 
how thoroughly it takes out all the dirt and dust.” 
He sprinkled some dirt on a piece of carpet, and after 
she had run the cleaner over it, he demonstrated how 
all the dust was gone out of it. ‘“You will have better 
health, more leisure, brighter looking rugs and a 
cleaner home when you have this wonderful electric 
sweeper to help you,” he added. ‘Let me send it up 
this afternoon. If it doesn’t do everything I have 
claimed for it, you may return it.” “Well,” she said, 
“T guess I’ll let you. You know a woman always wants 
her home clean and her family healthy.” 

She never even mentioned price after that first 
attack. “Too high” is a bugaboo that vanishes in the 
light of sensible selling. Don’t let your customers 


get away with it. 


This is the twenty-third article of the series written expressly for the retail salesman by Llew S. Soule. 
The article for next week’s issue will be entitled “The Vitamines of Selling.” 
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United States Supreme Court 


Upholds Mennen Sales Policy 


Manufacturers Need Not Allow Jobbers’ Discounts to Chain Stores 
or Buying Clubs—Gaskill Discusses Price Maintenance 


Washington, D. C., June 25, 1923 
HE Federal Trade Commission has 
had to take many a severe drub- 
bing at the hands of the courts, 
but I believe it has’ never been so se- 
verely thrashed as in the almost con- 
temptuous refusal of the United States 
Supreme Court to issue a writ of cer- 
tiorari for the purpose of reviewing 
the decision of the United States Cir- 
cuit Court of Appeals, which sustained 
the policy of the Mennen Company in 
refusing to allow the service jobber’s 
discount to chain stores and coopera- 
tive buying clubs. Many good law- 
yers believed the Mennen Company 
would ultimately win, but most of them 
expected the Supreme Court would is- 
sue the desired writ and thus review the 
case. 

The members of the Commission 
were strongly of the opinion that the 
Supreme Court would not only issue 
the writ, but would reverse the Circuit 
Court of Appeals. Confidence of suc- 
cess was evident in every line of the 
Commission’s petition for the writ of 
certiorari, and the summary action of 
Chief Justice Taft and his colleagues 
must have been a very severe jolt in- 
deed. 


Supreme Court Wastes No Words 


It is unfortunate that in taking this 
momentous action the Supreme Court 
has handed down no opinion from which 
the business world might gather in 
some detail the reasons why the high- 
est legal tribunal in the land has placed 
the stamp of approval upon the Men- 
nen Company’s methods. The decision 
of the court is merely a curt refusal 
to issue the desired writ without a sin- 
gle word of explanation. 

Fortunately there can be no ques- 
tion about the practical result of the 
decision. Even the Federal Trade Com- 
mission can be taken as authority for 
the results. that will flow from the de- 
termination of this interesting case, for 
in all its complaints, its briefs and its 
petitions, it has pointed out the con- 
sequences that would follow the ap- 
proval of the Mennen policy. 

To the retailers of the country the 
decision must be regarded as a boon 
beyond price. On this point there can 
be no two opinions. 

The chief contention of the Trade 
Commission was that chain stores, co- 
operative buying clubs, big department 


By W. L. Crounse 


stores, etce., purchasing in large vol- 
ume were entitled to the same discounts 
allowed by the manufacturer to the 
wholesaler or service jobber. If this 
contention had been sustained it is clear 
that the independent retailer, belong- 
ing to no cooperative club but purchas- 
ing from the jobber, would always be 
at a serious disadvantage as compared 
with his chain store or cooperative 
buying competitor. 


Saves Jobber from Extinction 


It is needless to say that the Supreme 
Court’s action has saved the very life 
of the service jobber. Had the Mennen 
plan been condemned not only would 
the jobber have been eliminated, but 
his customers—the independent retail- 
ers—would have found themselves in 
the fatal position of having no whole- 
saler to rely upon and no basis for a 
demand upon the manufacturer that he 
concede the maximum quantity dis- 
count, because, of course, the average 
independent retailer does not make his 
purchases in chain store quantities. 

But to the jobber the decision of 
the Court means something more than 
a new lease of life. It means full rec- 
ognition of the jobber’s service. 

One of the chief contentions set up 
by the Mennen Company in defense of 
its policy of granting special discounts 
to wholesalers was the actual service 
rendered by the jobber which the manu- 
facturer considered to be worthy of 
special recognition independently of the 
consideration of quantity buying. This 
service as described by the Mennen 
Company included four items of rec- 
ognized importance: first, the constant 
solicitation of orders from retailers for 
the manufacturers’ goods by the job- 
bers’ traveling salesmen; second, the 
maintenance of warehouses at conven- 
ient points for prompt shipment of 
goods; third, the maintenance of facili- 
ties for the shipments of goods in small 
quantities at any desired intervals, a 
service which no manufacturer could 
afford to provide and, fourth, the finane- 
ing of the retailer through a very elas- 
tic system of credits. 


Discount for Service Upheld 


The United States Circuit Court of 
Appeals recognized the propriety of 
the special discount allowed to the job- 
ber for this comprehensive service and, 


therefore, sustained the Mennen Com- 
pany. 

The Supreme Court took a similar 
view of the case, but also gave con- 
sideration to certain important legal 
aspects of the matter, for while its 
decision is confined to a refusal to is- 
sue the writ prayed for by the Com- 
mission, the business world is justified 
in accepting as the basis of the court’s 
opinion the argument set out in the 
brief filed by the Mennen Company op- 
posing the issuance of the writ of cer- 
tiorari. 

Bearing in mind that the Commis- 
sion claimed that the granting of spe- 
cial discounts to service jobbers was 
an act of unfair competition, readers 
of HARDWARE AGE will examine with 
interest the following extract from the 
brief of counsel for Mennen in oppo- 
sition to the Commission’s petition: 


Why Writ Should Not Be Granted 


“The Commission’s petition and 
brief, for the most part, are based upon 
allegations of fact and contentions of 
law that are wholly unwarranted under 
the Commission’s own amended com- 
plaint and order herein. 

“The opinion herein of the Circuit 
Court of Appeals below so completely 
anticipates all of the Commission’s al- 
legations and contentions in respect of 
so much of this proceeding as is in- 
volved under Section 2 of the Clayton 
Act that Mennen Company simply re- 
fers this Court to that opinion without 
further discussion of this branch of the 
proceeding. 

“The Commission’s amended com- 
plaint herein, like the complaint in Fed- 
eral Trade Commission v. Gratz, 253 
U. S., 421, which the Circuit Court 
of Appeals below rightly held to be 
controlling herein, lacks any allegation 
of fact tending to show that the prac- 
tice complained of is, in the language 
of this Court in the Gratz case, ‘op- 
posed to good morals,’ or ‘characterized 
by deception, bad faith, fraud or op- 
pression,’ or is ‘against public policy,’ 
or has a ‘dangerous tendency unduly to 
hinder competition or create monopoly. 
It ‘contains no intimation’ that Men- 
nen Company, in the language of this 
Court in the Gratz case, ‘did not prop- 
erly obtain’ its products ‘as merchants 


(Continued on page 76) 
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An Electric Fan 
For a Good 
Night's Sleep— 


HEN hot nights 

banish sleep, the 

best antidote is an 
electric fan. Placed where 
it keeps air in circulation 
without creating a draft, a 
fan insures a comfortable 
night's rest. The initial cost 
is small and a good fan will 
last for years. The expense 
of operation 1s trifling 
compared with the great 
comfort it brings. 


Jones Hardware Co. 


“Electrical Goods for 
All Purfoses”’ 











The man of the house will be much in- 
terested in this ad 


when electrical goods can be most 
profitably advertised, it is during 
the first weeks of warm weather, when 
summer heat brings a desire on the part 
of everybody to let down in their work 
and seek comforts which will better en- 
able them to stand the heated season of 
the year. 
It is popularly supposed that there is 
a gradual let-down in purchasing dur- 
ing the hot weather months. Whether 
this be true or not, it certainly does not 
apply to electrical goods. People will 
purchase merchandise which caters to 
their comfort and during the summer 
months the need for comfort is more 
pronounced in a number of different 
ways than at any other time in the 
year. 


ik there is any season of the year 


The Incentive to Buy 


The housewife is keenly desirous of 
lightening her labors during the sum- 
mer months, and she is therefore inter- 
ested in anything that will aid her in 
achieving this end. There is also an- 
other great reason for the popularity 
of time and labor-saving devices for 
the home during the summer. This is 
because of the appeal of fair weather 
and the desire to get out in the open 
more frequently. 

For these reasons electrical devices, 
while popular throughout the entire 
year, have an especially strong appeal 
during the summer months when work 
is a hardship. 


Comment on Sample Ads 


The accompanying ads will give you 
a good idea of how to advertise elec- 
trical-devices at this season of the year. 
One of the things to remember when 
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Play Up Hot Weather Comfort 


In Advertising Your 
Electrical Goods 


These Advertisements Will Show You 
How to Feature the Line’s 


Labor-Saving Qualities 


BY B.. J. 


preparing electrical device advertising 
is to emphasize the low cost of opera- 
tion. This point is brought out in each 
one of the sumple ads accompanying 
this article. People generally do not 


PARIS 


know very much about the electric 
meters and ways and means of figuring 
current cost, so that it becomes neces- 
sary for the advertiser to assure his 
clientele that electrical devices do not 





Take the Heat 


of a button. Your 


tricity is small. 





better and in half the time. 


An electric washer in the home means the 


end of wash-day fatigue. 
on easy terms. Let us show you how easily 
and efficiently our washers work. 


Jones Hardware Company 
“Electrical Goods for All Purfoses’ 


and W ork Out 


Summer Wash Days ! 


N electric washer will make your wash- 
day a pleasure on the hottest day. 


All the hard work is done by that unseen 
force that you set in motion with a push 


are washed 


Cost of elec- 


clothes 


You can buy one 








Washing is the most dreaded of hot weather housekeeping tasks, 


This ad offers 


real relief to the housewife 














June 28, 1923 


run up electric bills out of proportion 
to the service they render. 


Combating Light Company Publicity 

The hardware dealer should realize 
that the local electric iizht company is 
a very consistent civertiser of elec- 
trical devices, and in order to counter- 
act the effect of this advertising he 
should make his own advertising of his 
own electrical devices just as consistent. 
There are many markets which have 
transferred their allegiance through the 
aggressiveness of certain groups of ad- 
vertisers, and if the hardware dealer 
wishes to maintain a grip on the 
market for electrical devices he must 
appropriate a definite amount of space 
to carry on electrical. device advertising. 


Important Sales Points 


The ads which we have prepared 
bring out some very important points, 
such as making summer housework 
easy, and in the case of electric fan ad 
appealing to the man of the house as 
well. Another important point brought 
out in the ads is the economy through 
using electrical devices, inasmuch as 
it is not necessary to hire so much 
work done about the house when elec- 
trical devices are used. This economy 
point can be so worded as to offset 
the thought of expense of: operation. 


Supplementary Publicity 


One of the most important things 
supplementary to his newspaper adver- 
-tising which the local dealer can do is 
to provide a series of window display 
of electrical devices. The items should 
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A 
little to operate and 


day. 





How to Make 
Hot Weather Ironing Comfortable! 


electric iron puts the heat only where 
it is needed—not all over the room. 
And because of its even, steady heat, 
an electric iron enables you to do your ironing 
much quicker than by any other means. Costs 


methods because of the saving in time. 


Get an electric iron today and the hot 
weather will hold no terrors for you on ironing 


Jones Hardware Company 
“Electrical Devices for All Purposes” 


much less than other 








This ad will make many a housewife want to do her own ironing during the summer 


be displayed with cards calling atten- 
tion to the fact that electrical devices 
save labor and make summer house- 





: Operate. 
comfort a day longer? 





A Vacuum Cleaner Makes 
Summer Housekeeping Comfortable! 


I [cic an hour with one of our vacuum 
cleaners puts your house in order. It 
not only saves you time but saves you 

exertion during the heated period. Try a 

vacuum cleaner now—this is the season of the 

year when you ll wonder how you ever got 
along without it. Costs little to buy and little to 

Why deny yourself hot weather 


Jones Hardware Company 
“Electrical Devices for All Purposes” 








Here is an argument that shows the reader how to lighten housework in hot weather 


keeping much pleasanter. In other 
words, they should tie up to seasonable 
weather. This thought you will find 
running through everyone of the ads 
we have suggested. It is the appeal 
that should dominate electrical goods 
ads at this time of the year. Be sure to 
play it up. 


Making the Ads Fit Your Stock 


Our suggested ads feature four elec- 
trical devices which have an especial 
appeal during warm weather. However, 
there are many other items that can 
be made the subject of ads and in this 
connection the dealer can revamp any 
of the ads to suit his own particular 
stock requirements. 

Past experience.has shown that coun- 
ter displays are very valuable while 
newspaper advertising is run. Counter 
displays can be made of electric fans, 
electric irons, toasters, percolators and 
a host of other electrical devices, while 
the window displays can take care of 
these as well as the larger items, like 
the washers and the vacuum cleaners. 


The dealer who makes use of these 
suggested ads and gets behind electri- 
cal goods for the next two months will 
find that his sales of this class of mer- 
chandise will show a very pronounced 
increase. Moreover, he will be doing a 
valuable work in educating the house- 
wife to buy her electrical goods at the 
hardware store rather than at the local 
electric light company, where variety 
of choice of electrical goods is rather 
more difficult to obtain than at the well- 
stocked hardware store. 
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AMERICAN NATIONAL CO. 
ACQUIRES TOLEDO 
METAL WHEEL CO. 





Takes Over Plants and Business of 
Latter Firm and Will Increase 
Capitalization 





WM. L. DIEMER PRESIDENT 


The American National Co., Toledo, 
Ohio, has acquired by purchase the 
plants and business of the Toledo Metal 
Wheel Co. William L. Diemer will be 
president of the combined organization. 
It is reported that the capital stock of 
the American National Co., which is 
now $1,000,000, will be increased to 
$2,000,000 as a direct result of this 
merger. The company will now have 
six plants which are located at Toledo, 
Bancroft, Smead, Ketcham, Buckeye and 
Perrysburg, Ohio. 

Under the leadership of President 
Diemer, the American National Co. has 
made unusual progress in its six years 
of existence. Mr. Diemer was with the 
Gendron Wheel Co. for nearly twenty 
years. He resigned to take over an in- 
terest in the National Co. in 1917. One 
year later he effected a merger with the 
American Co. 

The American National Co., manufac- 
turer of baby and doll carriages, bicy- 
cles, invalid chairs, juvenile vehicles, 
such as coasters, hand cars, velocipedes, 
automobiles, coaster wagons and tricy- 
cies. 


William E. Manning Dies 


William E. Manning, vice-president 
in charge of sales, Youngstown Sheet 
& Tube Co., Youngstown, Ohio, died 
recently following an operation. Mr. 
Manning was known as one of the lead- 
ing figures in the iron and steel indus- 
try of the Middle West. He was born 
March 14, 1870, and has been in the 
steel business since 1888, coming to the 
Youngstown Sheet & Tube Co. in 1900. 
In the past Mr. Manning has been 
prominently connected with the Repub- 
lic Iron & Steel Co., Brown-Bonnell Iron 
Co., and has assisted in framing sales 
policies for subsidiary companies. 

Mr. Manning was a member of the 
American Iron & Steel Institute, and 
a very active participant in locai civic, 
social and church work. He is survived 
by his widow and one daughter. 


Wise-McClung Mfg. Co. 
Personnel Changes 


The Wise-McClung Mfg. Co., New 
Philadelphia, Ohio, manufacturers of 
electric cleaners, New Philadelphia, 
Ohio, has recently made a number of 
changes in the organization and execu- 
tive sales personnel. 

W. J. Wise, president, will personally 
direct the general sales policy of the 
Wise-McClung Co. as well as the af- 
filiated organization, Sunshine Sales 
Co., the general sales offices having 
been transferred from Cleveland to 
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New Philadelphia, from which point all 
matters relating to wholesale business 
will be handled in the future. 

H. N. Woollatt is retained as as- 
sistant to the president and will be in 
charge of sales work in the field. 

H. H. Scheu will continue as adver- 
tising manager and be identified in ex- 
ecutive sales work as assistant to Mr. 
Wise, with headquarters at the factory. 

The company will maintain its retail 
branches in New York City, Brooklyn, 
Philadelphia, Cleveland, Columbus, 
Pittsburgh, Altoona, Erie and Johns- 
town. 





Baker, Hamilton & Pacific Co. to 
Represent du Pont in West 


The Baker, Hamilton & Pacific Co., 
San Francisco, Cal., has recently been 
appointed distributor in northern 
California and Nevada of paint and 
varnish for the E. I. Du Pont, De 
Nemours & Co., Inc., Wilmington, Del. 
The Baker, Hamilton & Pacific Co. is 
one of the oldest and largest hardware 
jobbing houses on the Pacific Coast, 
and for years handled paint and 
varnish under its own brand. 





H. A. Hurlin Elected President 
of Goodell Co. 


At a recent meeting of the stock- 
holders of the Goodell Co., Antrim, 
N. H., Henry A. Hurlin was chosen 
president and treasurer, and Hiram W. 
Johnston vice-president and_ clerk. 
These men, together with Carl H. Rob- 
inson, will form the board of directors. 

Mr. Hurlin has been with the Goodell 
Co. since 1880 and since 1916 has been 
vice-president and treasurer, having 
entire charge of finances and buying. 





H. D. Baker to Represent 
Roller-Smith Co. 


The Roller-Smith Co., makers of elec- 
trical instruments and circuit breakers, 
299 Broadway, New York City, has re- 
cently appointed H. D. Baker, 525 
Woodward Avenue, Detroit, Mich., as 
its representative in the State of Mich- 
igan. Mr. Baker has been associated 
with the company in various capacities 
for a number of years, and has a wide 
acquaintance among the trade in his 
territory. 


Century Glass & Paint Co. Adds 


to Sales Force 





Two new salesmen were introduced at 
the June staff meeting held by the Cen- 
tury Glass & Paint Co., Cleveland. 
Kahle E. Latham, formerly with Crane 
Paint & Glass Co., Cleveland, will cover 
the west end of Cleveland, and Charles 
Maurer, previously connected with 
Pittsburgh Plate Glass Co., will cover 
city sales in the east side. 

Charles E. Keske, secretary, gave a 
brief talk on selling paint and an- 
nounced that monthly staff meetings 
and dinners will be held by the com- 
pany. 











C. A. Jewett Dies Suddenly 





Vice-President George Worthington 
Co. Victim of Heart Attack 


C. A. Jewett, vice-president, The 
George Worthington Co., Cleveland, 
died suddenly Monday, June 18, from 
an acute heart attack. He had come to 
his office as usual, but complained of 
feeling ill, supposedly troubled with in- 
digestion. One of his associates offered 
to drive him home. On the way to his 





C. A. Jewett 


home Mr. Jewett collapsed and was 
rushed to the Lakewood Hospital, where 
he died in a few hours. 

In 1875 Mr. Jewett entered the em- 
ploy of George Worthington & Co. as an 
order boy. Four years later he was 
sent out as a traveling salesman, cover- 
ing a large section of Ohio. For twelve 
years Jewett covered the larger part 
of Ohio and became well known among 
the retail trade. Shortly after the in- 
corporation of the George Worthington 
Co., in 1887, Mr. Jewett was made a 
director of the firm. 

General Barnett, Civil War veteran 
and president of the company, died in 
1911, to be succeeded by W. D. Taylor, 
the present president. At this time 
Jewett became first vice-president, an 
office which he held until his death. 

For the past four years Mr. Jewett 
had served on the executive committee 
of the National Hardware Association, 
and had always been an active delegate 
at conventions. He was also very ac- 
tive as a member of the Cleveland 
Athletic Club, having been president, 
and for sixteen years chairman, of the 
house committee. He was at one time 
the president of the Cleveland Hard- 
ware Club, recently disbanded. 

He was a thirty-second degree Free 
Mason, member of the Chamber of Com- 
— and the Shaker Heights Country 

ub. 
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Nat'l] Retail Ass’n 
to Move to Indianapolis 


The National Retail Hardware As- 
sociation, Argos, Ind., will move its 
headquarters early in the fall to In- 
dianapolis, Ind., where it will continue 
to publish the National Hardware Bul- 
letin under a new name, The Hard- 
ware Retailer, which will appear on the 
July issue. 

_C, H. Casey, president of the asso- 
ciation, announced the move as “im- 
perative to get in closer touch with 
the swift move of things generally.” 
Herbert P. Sheets, secretary said: 
“The National Bulletin was originally 
intended as a confidential report to 
members. Now the magazine is of na- 
tional scope and has nothing to con- 
ceal. The old name is no longer suita- 
ble to it as a retail publication and 
will be changed with the July issue, and 
will be known hereafter as The Hard- 
ware Retailer.” 


Hughes Supply Co. to Expand 


The Hughes Supply Co., Mansfield, 
Ohio, has secured a building site with 
a railroad siding. A new building will 
be erected affording better facilities to 
conduct the firm’s wholesale business in 
plumbers’ supplies and builders’ mate- 
rials. When the new structure is com- 
pleted a heavy hardware department 
will also be added. : 

This company operates in Central 
Ohio within a radius of seventy-five 
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| liver an address on “How to Sell| pAMON HEADS NEW ENG- 


Goods.” A discussion of stock turnover | 


will also occur at this meeting. 





“Hal” Taylor Now With the 
Farran-oid Company 


H. E. Taylor, for the past three years | 
sales manager of the Las-Stik Patch | 
Mfg. Co. of Hamilton, Ohio, has been | 
appointed sales manager of the Farran- | 
cid Company, Akron, Ohio, manufac- | 
turers of Farran-oid fan belts and the | 


Farran-oid tube patch, and will take 
up his duties with them about June 15. 

















H. E. Taylor 


miles around Mansfield, and has been | 


in business for thirteen years. Present | 


officers are Frank H. Hughes, presi- 
dent; Joseph Michael, vice-president; 
Carlos Hughes, treasurer, and George 
H. Hughes, secretary and general man- 
ager. 





Champion Tool Co. Moves to 
Larger Plant 


The Champion Tool Co., Meadville, 
Pa., will move into a new plant in the 
immediate future. Facilities will be 
provided to house departments for 
forging, die cutting, machine grind- 


ing, polishing, box and painting, stock | 


room and shipping. More spacious of- 
fice quarters will also be had in the 
new building which is built of steel, 
cement, glass and brick. 

This move will give the company 
adequate facilities for manufacturing. 





Gorby to Address Pittsburgh 
Retail Dealers 


The regular monthly meeting of the 
Pittsburgh Retail Hardware Dealers’ 
Association is to be held on the evening 
of June 29 at the Fort Pitt Hotel, Pitts- 
burgh. The principal speaker of the 
evening is to be Capt. John W. Gorby, 
director of research of the Cyclone 
Fence Co., Waukegan, Il., who will de- 


Mr. Taylor has been prominently 
| identified with the automotive equip- 
| ment industry for twenty years, and is 
| known to the trade from coast to coast 
jas “Hal.” 


Nimlos Heads Sales for 


Davis-Hansen Co. 


Thomas Nimlos has recently taken 
| over the duties of general sales man- 
| ager of the Davis-Hansen Co., Oshkosh, 
| Wis. This firm manufactures iron and 
brass hand-operated farm pumps. 





Rosenthal Representing Firms 
in Atlantic States 


Gilbert Rosenthal, sales agent, 228 
| Fifteenth Street, New York City, is 
now representing the Everhot Mfg. Co., 
Middletown Mfg. Co., Mikesell Bros. 
Co., Redlich Mfg. Co., in the territory 
extending from New York to Washing- 
ton. 





Porcelain Enameling Ass’n 
Changes Name 


The name of the Porcelain Enameling 
Association of America, Sheboygan, 
| Wis., was recently changed to the Polar 
| Ware Co. 





LAND IRON & HARD- 
WARE ASS’N 





| Organization Holds Annual Meet- 


ing in Boston on 
June 19 


Myron B. Damon, Fitchburg Hard- 
ware Co., Fitchburg, Mass., was re- 
elected president of the New England 
Iron and Hardware Association at the 


| annual meeting held Tuesday evening, 





June 19, at Young’s Hotel, Boston. 
Other officers reelected were Charles 
A. Haines, Dodge-Haley Co., Boston, 
vice-president; Charles H. Breck, 
Joseph Breck & Sons Corporation, Bos- 
ton, treasurer, and George J. Mulhall, 
clerk. Mr. Mulhall automatically be- 
comes assistant treasurer and manager. 
Mr. Breck has been treasurer of the 
organization since its inception, some 
thirty years ago, and is the dean of its 
members. 

Directors elected for the ensuing 
year are: M. B. Damon, R. M. Bout- 
well, Standard Horseshoe Co., Boston; 


| C. C. Dodge, the George F. Blake Mfg. 
| Co., Cambridge, Mass.; Fred L. Avery, 


Avery & Saul, Boston; C. H. Hender- 
son, A. C. Harvey & Co.; F. E. Bragg, 


| N. H. Bragg & Son, Bangor, Me.; E. R. 


3rayton, Belcher & Loomis Hardware 
Co., Providence, R. I.; Charles A. 
Adams, John B. Varick Co., Manches- 
ter, N. H.; Charles A. Haines, George 


| M. Gray, Peter Gray & Son, Inc., Cam- 
| bridge, Mass., and H. E. Nickerson, 








Congdon & Carpenter Co., Providence, 
I 


Burke Golf Co. Completes 
“Golf Factory” 
The Burke Golf Co., manufacturer of 
golf equipment, Newark, Ohio, has re- 


cently*completed what is said to be “the 
largest exclusive golf factory in the 


| world.” 


Last fall this concern purchased a 
plant erected in the eastern section of 
Newark for the manufacture of auto- 
mobiles. Work then in progress was 
completed after original plans had been 
improved and more extensive building 
provided for. New machinery was in- 
stalled and a new administration 
building erected. The company now 
utilizes 100,000 sq. ft. of floor space in 
the manufacture of clubs, bags and 
balls. 

The completion of the new plant en- 
ables the company to produce more 
than 5000 clubs a day. 





Main Building of Canton 
Hardware Co. Burns 


The main building of The Canton 
Hardware Co., wholesale hardware, 
Canton, Ohio, was destroyed by fire on 
June 5. The company is now restock- 
ing and is requesting catalogs listing 
hardware, auto accessory and factory 
supplies. 
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W. H. Andrews Dead 


Chairman of Board of Pratt & 
Lambert Dies at Summer 


Home 


W. H. Andrews, chairman of Pratt & 
Lambert, manufacturer of paint and 
varnish, Buffalo, N. Y., and for many 
years prominently identified with the 
business and industrial activities of his 
city, died in his summer home at Watch 
Hill, N. Y., June 19. All the plants of 
the company were closed the day of the 
funeral. 

When seventeen years of age 


Andrews started his career in the paint | 





W. H. Andrews 


and varnish business by entering the 
employ of Wadsworth Howland & Co., 
of Boston. In 1889 he associated him- 
self with Pratt & Lambert, Inc., and 
during the next ten years he had charge 
of the Chicago plant, which was built 
under his supervision. In 1895 Mr. An- 
drews went to New York City as treas- 
urer of the company, and in 1896 he 
was made general manager as well. He 
went to England in 1897 and completed 
negotiations which brought about the 
association of Pratt & Lambert, Inc., 
with Messrs. Robert Ingham Clark & 
Co., Ltd., of London. In 1907, after 
the main plant and headquarters were 
built, in Buffalo, Mr. Andrews became 
president of the company, and in 1917 
chairman of the board of directors, a 
position he held at the time of his 
death. 

Mr. Andrews was a man of great 
patriotism, and during the war was a 
tireless, enthusiastic worker in the Red 
Cross, Liberty Loan and subsequent 
charity drives. His popularity in the 
paint and varnish industry won him the 
presidency of the National Varnish 
Manufacturers’ Association and the Na- 
tional Paint, Oil and Varnish Manufac- 
turers’ Association, respectively. 

In 1888 Mr. Andrews married Miss 
Kate Gresham, daughter of the late 
Judge Walter Q. Gresham, of Chicago. 
Mrs. Andrews died in 1905, leaving one 
son, Major Walter Gresham Andrews, 
now a member of the Pratt & Lambert 
organization at Buffalo, and a daughter, 
Harriet Car'eton, now Mrs. William P. 
Urban of Buffalo. In 1910 he married 
Miss Edna Dickerson of Brooklyn, who 
also survives him. 


Mr. | 
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| Rubber Price War 


| Started, Is Belief 


EPORTS from Akron, Ohio, indi- 
| cate that despite a noticeable slack- 
|ening in tire production 
plants, the output in boot and shoe, 
rubber hose and mechanical depart- 
ments of Akron rubber factories has 
steadily increased during the past few 
weeks in response to heavy demands 
from all sections of the country. 

Among observers in the rubber mar- 
ket the action of H. S. Firestone in re- 
ducing prices on tires and tubes 10 per 
cent is believed to be the beginning of 
|a price war among the large rubber 
manufacturers. Factory officials will 
| make no comment on the price situation. 

Mr. Firestone recently withdrew from 
the Rubber Association of America. A 
majority of the local rubber leaders op- 
posed his plan to establish American 
owned and American operated rubber 
plantations in South America and the 
Philippines. 

The Mason Tire & Rubber Co., at 
Kent, has closed temporarily in most 
departments. The solid and truck tire 
departments are the only ones operat- 
ing. 

Mohawk Tire & Rubber Co. has made 
a 20 per cent cut in tire production, 
while Goodyear production figures have 
been reduced several thousand tires a 
day. Goodyear is turning out about 
28,000 tires a day, compared with 32,- 
000 a month ago. 

The Goodrich, General and Miller 
companies are reported to be operating 
at near capacity. Goodrich is making 
20.000 tires and 30,000 tubes a day, be- 
sides doing a heavy business in boots 
and shoes and mechanical goods. 

Directors of the India Tire & Rub- 
ber Co. have declared a dividend of 1 
per cent on the common stock and 1% 
per cent on the preferred stock, pay- 
able to stockholders of record June 20. 








Atlantic Coast Hardware Co. 
Extending Activities 


The Atlantic Coast Hardware Co., 
wholesale hardware, 169 A Street, Bos- 
ton, Mass. is now doing a regular job- 
bing business and is traveling a corps 
of representatives in the six New’ Eng- 
land States. The policy of the com- 
pany is to sell a regular line of hard- 
ware to recognized retailers only and 
not to industrials, contractors or con- 
sumers. 





Clayton & Lambert Simplify 


Line 

One by one the large manufacturers 
are falling into line on the simplifica- 
tion program. It has been announced 
that the Clayton & Lambert Mfg. Co., 
Detroit, Mich., have standardized their 
line of fire pots and torches. Circular 
No. 8 has been issued showing the num- 
bers to be manufactured hereafter. 





Magnus Electric Co. Opens 
Chicago Sales Office 


The Magnus Electric Co., Inc., manu- 
facturer of electrical specialties, wiring 
devices and radio accessories, Green- 
wich and Desbrosses streets, New York 
City, has recently established a new 
district sales office at 231 North Wells 
Street, Chicago, Ill., in charge of Leo 
Hirschfeld and M. B. Geiger. 





in several | 
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'OHIO MERCHANTS DISCUSS 
| RETAIL PROBLEMS 


| Members of Group 8, Ohio Ass’n, 
Hold Interesting Meeting at 
Bucyrus 


Thirty members braved a heavy rain- 
storm to attend the June group meeting 
of Group 8, Ohio Hardware Association, 
held at the Elks’ Club, Bucyrus, on June 
6. Group President R. S. Booth, Galion, 
presided at the meeting, which followed 
a chicken supper, and Group Secretary 
L. G. Weaver, Crestline, read the report 
of the May meeting, held at Crestline. 

State President George Farr, Akron, 
told an intimate story of his own prog- 
ress in the retail hardware business. 
He urged dealers to keep accurate cost 
records and explained briefly his own 
successful system of a daily inventory. 
Speaking of his builder’s hardware de- 
partment, Mr. Farr said that dealers 
should discourage the practice of giv- 
ing estimates on small jobs and when- 
ever possible on larger jobs. 

James B. Carson, state secretary, 
Dayton, gave a very inspiring talk on 
overcoming difficulties common in the 
retail hardware business. He told sev- 
eral interesting stories about Ohio deal- 
ers. Mr. Carson also mentioned some 
of the work being done by the State as- 
sociation. 

Representing the Ohio Council of Re- 
tail Merchants, George Sheridan, ex- 
ecutive manager, outlined the work of 
this organization, which through the co- 
operation of State retail trade associa- 
tions has brought about better retail 
conditions. This council plans to watch 
very carefully legislation affecting re- 
tail merchants. 

Dealers were urged to take more ac- 
tive participation in the discussions at 
group meetings by Charles J. Heale, 
Cleveland editor, HARDWARE AGE. Mr. 
Heale said that the dealer who contrib- 
utes most at trade betterment meetings 
quickly finds that he is gaining in pro- 
portion to his contribution. He also 
urged dealers to encourage their clerks 
to attend store and group meetings 
where common problems may be frank- 
ly discussed. 

Hugh L. Diamond, Galion, well known 
as an after-dinner speaker, and the 
pride of the Ohio hardware fraternity, 
told some quaint tales, leaving a smile 
on every face when he sat down. He 
not only entertained but cautioned the 
members as to the importance of giv- 
ing full measure of service and quality 
to each customer. 

In between the talks the chairman in- 
vited questions and comments. The 
meeting broke up at midnight. 


Columbia Metal Products Co. 
Incorporates 


The Columbia Metal Products Co., 
Dayton, Ohio, was recently incorpo- 
rated for the purpose of engaging in 
the design and manufacture of a com- 
plete line of mixing machines, both 
standard and special, for the paint, 
bakery and confectionery trades. The 
business of the new company is a de- 
velopment of the Columbia line of mix- 
ing equipment introduced to the trade 
by the Columbia Engineering Co., of 
Dayton, Ohio. D. J. Maloney is presi- 
dent and general manager and J 
= is vice-president in charge of 
sales. 
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Sales Managers’ Conference of Paint, Oil 
and Varnish Industry Favors Simplification 


ORGANIZATION HOLDS | plained in Harpware Ace. 


| that war-time experiences with reduced 
|lines has proven the wisdom and effi- 
| ciency of fewer colors and limited range 
/of container sizes. 


ANNUAL MEETING AT 
CLEVELAND, JUNE 15 


S. B. Woodbridge, E. I. duPont | 


| by manufacturers. 


de Nemours & Co. Elected 
as Chairman 


The Sales Managers’ Conference of 
the Paint, Oil and Varnish Industry 
held its annual meeting, June 15, 1923, 
at the Hotel Cleveland, Cleveland. 
More than 100 members attended and 
several advertising managers who had 
met the day previous stayed over to 
hear the sales discussions. Frankness 
in open discussion and real interest 
on the part of those present character- 
ized the conference, which was called 
to order promptly at 10 a. m. by Chair- 
a Charles J. Roh, Murphy Varnish 
‘0. 

By way of introduction Mr. Roh 
urged the coordination of those in the 
paint industry. Sales managers, ad- 
vertising directors and production ex- 
ecutives should get together more, he 


said, for a discussion of paint prob- | 


lems. 

‘R. W. Levenhagen, the Glidden Co., 
led the first discussion, his subject 
being, “Determining factors that will 
help make 1928 the greatest paint and 
varnish year.” He urged those present 
to give greater attention to domestic 
sales possibilities, forgetting for the 
time being any pessimistic reports of 
export conditions. 

Mr. Levenhagen said that- present 
standards of living enjoyed by the mid- 
dle elasses should be continued, giving 
this large group a better and higher 
buying power, which reflects in better 
business for dealer, jobber and manu- 
facturer alike. Throughout his talk he 
offered many constructive thoughts on 
increasing paint and varnish sales. 

The importance of the simplification 
program as suggested by the Depart- 
ment of Commerce was the next subject 
led by Ernest T. Trigg, of John E. 
Lucas & Co. Mr. Trigg advocated the 
adoption of the paint simplification 
program, which has previously been ex- 


)——_—_ 





|try by 1926 
| dealers. 
jour dealers, our master painters, and 





He said 


He said that the 
program was impartial in its construc- 
tion and should be adopted unanimously 
He urged the con- 
ference to go on record as in favor of 


| simplification and said that the paint 


industry owed a great debt to Secre- 
tary Hoover for the plan. 

Considerable discussion followed Mr. 
Trigg’s presentation. Most of the com- 
ments centered on the proposed dis- 
continuance of the half gallon size can. 
The chairman appointed W. H. Donald- 
son, John E. Lucas & Co.; A. E. War- 
field, Peaslee-Gaulbert Co., and A. D. 
Graves, Pratt & Lambert, Inc., to act 
as a committee to frame a resolution 
adopting the simplification program. 

At this point a recess was called and 
the members filed into the adjoining 
dining room, where an_ informal 
luncheon was served. 

Following the luncheon M. Q. Mac- 
donald, of the unfair competition bu- 
reau of the paint and varnish industry} 
gave a talk on the work of that bureau. 

George B. Heckel was to have spoken 
on the non-exchange agreement of the 
Paint and Varnish Manufacturers’ As- 
sociation, but as he was on his way to 
attend a Pacific Coast meeting, his 
paper was referred to a committee, to 
be printed in bulletin form. 

F. S. Green, Pittsburgh Plate Glass 
Co., discussed the means of eliminating 


| wastes in the free distribution of sales 
| and advertising helps. He recommended 
ithe cooperation of the sales depart- 


ment to help curb wasteful distribution 
of this material. 

W. H. Donaldson, of John E. Lucas 
& Co., said that to “double the indus- 
we must line up our 
We must sell our salesmen, 


the consuming public. We must pep 


| up our dealers who procrastinate. Our | 
|aim must be to sell painting service 


rather than cans containing paint. We 
must develop more new accounts and 
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Mr. Donaldson urged those present 
te send their salesmen into their deal- 
er’s town to give him assistance in 
selling paint. The comments that fol- 
lowed would indicate that salesman- 
agers present felt the wisdom of Mr. 
Donaldson’s remarks. 

Chairman Roh then read a paper pre- 
pared by Allen W. Clark, of the “Clean 
up and paint up campaign.” Mr. 
Clark’s paper urged manufacturers to 
assist in the work of this campaign. 

The relation of sales and advertising 
departments was covered by John 
Graham of John E. Lucas & Co. Mr. 
yraham brought out many interesting 
points regarding means and ways for 
these two important departments to 
work together. He said they were 
closely related and must rise or fall 
together, and that by bringing both 
staffs together in joint conference the 
policies of the selling organization and 
the efforts of the advertising depart- 
ment would be interwoven. 

Aided by graphic lantern slides, 
Arthur M. East, “Save the Surface 
Campaign,” brought out very strongly 
the fact that the money spent for paint- 
ing materials last year represents only 
one-quarter of the sales possibilities in 
paint and kindred lines. Mr. East re- 
viewed the work and aims of the “Save 
the Surface Campaign,” and discussed 
its work since the last conference, held 
one year ago at Buffalo. He also ex- 
plained the advertising plans for the 
remainder of the present year. 

Chairman Donaldson of the resolu- 
tions committee then read the follow- 
ing resolution: 

“WHEREAS, In our judgment the 
simplification program for the paint 
and varnish industry, recommended 
by the United States Department of 
Commerce, if adopted, would be of 
great benefit to the industry and the 
trade, 

“BE IT RESOLVED, That this sim- 
plification program receive the en- 
dorsement of those present at this 
conference of sales managers.” 
Other resolutions were read, thank- 

ing the hotel management, the speak- 
ers, the committee and the chairman. 
All were adopted. 

S. B. Woodbridge, E. I. duPont, de 
Nemours & Co., Philadelphia, was 
elected chairman for the ensuing year. 


help and hold our old accounts instead | Following a few appropriate remarks, 


of swapping dealers with our com: | 
| petitors.” 


Chairman Woodbridge declared the 


meeting adjourned. 





Paint and varnish sales managers’ conference at the Hotel Cleveland, Cleveland, Ohio, June 15 
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Panhandle Hardware and Implement Ass’n Meets 


Annual Convention Held at Amarillo, Texas, May 14-15 
—H. B. Thompson Elected President 


HE best hardware convention ever 
held in the panhandle of Texas was 
’ that held in Amarillo, May 14 and 
15, when the membership of the Pan- 
handle Hardware and Implement Asso- 
ciation gathered to hold their fourteenth 
annual convention. The attendance was 
more than in previous years, and there 
were other changes, but that same un- 
selfish, kindly spirit, a spirit to help and 
be helped, predominated during the en- 
tire two days. Each person present was 
given a cordial welcome to the city by 
the P. H. I. T. Club (Panhandle Hard- 
ware & Implement Travelers) and the 
different local organizations. Each ses- 
sion of the convention was well at- 
tended and every member present re- 
ceived benefit that will pay him divi- 
dends in many, many ways during the 
next year. 


Thompson Elected President 


Officers for the coming year were 
elected at the last session as follows: 
President, H. B. Thompson, Delhart; 
vice-president, J. L. Cantrell, Tulia; 
secretary-treasurer, C. L. Thompson, 
Canyon. 

Executive committee: L. E. Thomp- 
son, J. T. Crawford, D. K. Hickman, 
Mrs. W. A. Johnson, Stanlay Carter and 
E. W. Pipkin. 

Amarillo was unanimously chosen as 
the place for the 1924 convention. 

The convention was called to order 
promptly Monday morning, May 14, at 
10.30 a. m., by President S. E. Cole 
of Lubbock. 

Mayor Eugene Blasdell extended to 
the convention a most hearty welcome 
and voiced to the membership the feel- 
ing of Amarillo toward the hardware 
convention which is held in their city 
each year. S. T. Harrison of Mem- 
phis, in behalf of the association, re- 
sponded to this address. 

R. M. Gaines of Amarillo introduced 
the following visitors, guests and new 
members to the assembly: Hamp Wil- 
liams, Hot Springs, Ark., vice-presi- 
dent of the National Retail Hardware 
Association; D. D. Fox, Dallas; A. M. 


Ee ee 


Cox, Dallas; John Kiser, Dallas; J. C. 
Cairns, St. Louis; J. T. Morrison, Ken- 
dallville, Ind.; W. A. Davis, St. Joseph; 
Robert Erkel, Dallas; F. C. Somers, 
Kansas City; Henry George, Portales, 
N. M., and E. R. Yates, Lamesa. 


The President’s Address 


President Cole, in his annual address, 
briefly reviewed the accomplishments 
and work of the association during the 
past year. He pointed out the im- 
portance of each member being wide 
awake in order that the many things 
yet to be done may be handled in a 
way to be of the most good to the mem- 
bers. Stress was laid on the fact that 
anything can best be accomplished 
through united effort. 

D. D. Fox of Dallas, representing the 
Association’s Insurance Affiliation, dis- 
cussed with the convention the value 
of association insurance. Members were 
urged to look well into their risks and 
dispense with the many fire hazards 
which they might have. Statistics were 
brought out to show the increase in fire 
losses in April, 1923, as compared with 
April, 1922. 


Price Tendencies Discussed 


Declaring that the financial outlook 
and business prospect for the coming 
year are encouraging, E. W. Hardin of 
Amarillo addressed the convention on 
“Price Tendencies and Financial Out- 
look.” Mr. Hardin believes that con- 
ditions this year are very much better 
than at this time last year, and de- 
clared that there is plenty of available 
capital at reasonable rates for legiti- 
mate purposes. , 


Hamp Williams Speaks . 


“Helping Ourselves by Helping 
Others” was the subject used by, Hamp 
Williams, Hot Springs, Ark., vice-presi- 
dent of the National Retail Hardware 
Association. Many dealers were very 
much surprised as they heard Mr. Wil- 
liams tell how many farmers in the 
Seuth are operating their business in 


the face of most adverse conditions. He 
asked the question, “How would we 
live with an average income of $320 
per year, which is the average income 
of a million farmers in the South?” 
The farmers’ problems were illustrated 
through comparing their marketing sys- 
tem with the marketing system of the 
manufactured products. Mr. Williams 
stated that the farmer cannot remedy 
these things by himself, but that it is 
up to every hardware and implement 
dealer and every other business man in 
the country to get behind and help right 
this trouble. Those present were urged 
to get nearer the farmers and do any- 
thing possible to help them, as it is 
upon the farmers that we all depend. 
Do not simply try to help him, but 
make him feel that you are interested 
in his welfare. 

The question boxes led by the differ- 
ent ones proved very interesting and 
instructive. Questions of vital interest 
and importance to every dealer were 
brought up and discussed from different 
points of view which were very helpful 
to each one present. 

“Accounting, Financing and Collect- 
ing” was the subject of H. H. Tracy of 
Tulia, and he advanced many theories 
that will better that feature of the 
hardware and implement business. 

H. B. Thompson of Dalhart addressed 
the convention on “Cost Accounting,” 
in which he discussed the most prac- 
ticed and common methods of figuring 
cost, overhead and profits. 

T. C. Thompson of Canyon spoke on 
“The Value of Practical Store Service.” 
His talk was along practical lines, and 
he gave many valuable suggestions for 
the natural improvement of service. 

S. T. Harrison of Memphis spoke on 
“Some of Our Present Problems and 
How to Make a Margin in 1923.” Mr. 
Harrison presented many matters of 
importance which confront the hard- 
ware and implement dealer, and urged 
them to combat them with energy and 
careful judgment. Dealers were urged 
not to speculate, but to be very con- 
servative and keep as far from being 
heavily in debt as possible. 





What to Push and When to Push It 
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Vr July almost here the question 
arises as to what articles should be 
featured during the coming month. Here 
is a list of items that may be profitably 


pushed from now on: 
Camping and picnic supplies. 
Auto accessories. 

Hay tools. 

Grass hooks. 

Scythe stones. 

Lawn mowers. 

Garden hose. 

Hose accessories. 

Hay rack sets. 

Screen doors and windows. 


Rope for hay loaders, etc. 
Ice cream freezers. 

Fly swatters and traps, 
Hammock hooks. 
Washing machines. 

Oil and gas stoves. 
Electric fans and utensils, 
Birthday goods. 

Summer sport goods. 
Wheel and other toys. 
Boy scout goods. 


Paint and brushes. 
Garage hardware. 
Fishing tackle. 

Vacuum cleaners. 
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‘Prices Steadier with Easier 
Tendencies More Pronounced 


HE price situation throughout the country seems to be rapidly nearing a condition of 
B Srt sacl Price advances during the past few days have been few and far between 

and have for the most part involved only minor lines. Price reductions, while not con- 
spicuous, are, nevertheless, in evidence. The opinion is growing in jobbing circles that 
the market for the balance of the year will be of a far easier nature than the one experi- 
enced during the first six months. 


Shortages in a number of seasonal items are still reported from all sections of the country. 
Reports would seem to indicate that retail stocks at the present time are not particularly 
heavy, although they are in the main well balanced. Jobbers report that considerable 
caution is being shown in the matter of future buying. The excessive heat_of the past week 





served to retard sales save of seasonal items particularly adapted to hot weather usage. 


lections are reported to be improving. 


Col- 


Manufacturers’ Price Changes 


HE Pennsylvania Rubber Co. has announced a 
reduction of 5 to 15 per cent in the price of 


automobile tires and tubes. 


John Auer Co., Brooklyn, N. Y., has announced a 
number of changes on its lines of blacksmiths’ tongs. 


Geo. A. Ray Mfg. Co., Buffalo, N. Y., has made a 


slight reduction in tea kettles, copper wash boilers 
and tea and coffee pots. 


Iver Johnson and Harrington & Richardson have 





reduced the price of revolvers about 25 cents each. 


The Caldwell Mfg. Co., Rochester, N. Y., has made 
a 10 per cent advance on its line of sash balances. 


Price Changes from Jobbing Centers 


MONG the price changes made 

effective in the leading jobbing 
centers during the past week were the 
following: 


NEW YORK.—No price changes were 
made by jobbing houses in the metro- 
politan district. Buying is largely of 
a pick-up nature and has been some- 
what retarded by the excessively hot 
weather of the past few days. 


CHICAGO.—Turpentine has been ad- 
vanced 13 cents per gal. Sash weights 
have been reduced 5 per cent. Slight 
declines have also been noted in some 


slate surfaced roofing and on rosin 
sheathing paper. 


BOSTON.—Fencing has been advanced 
10 per cent following the advances 
recently made by manufacturers. Sash 
cord has been reduced 2 cents per 
pound by jobbers following a 3-cent 
per pound reduction by manufacturers. 


PITTSBURGH.—No price changes 
were made by jobbers during the past 
week. The output of steel is still on 
the wane although steel prices are 
holding up well. Hot weather has been 
responsible for increased seasonal buy- 
ing. Little future buying is to be noted 
at the present time. 


CLEVELAND.—Adjusted cutlery price 
schedules have been announced, other- 
wise there is no price movement in the 
Cleveland hardware market. Jobbers 
do not anticipate any serious changes 
either way for some months. Some 
stock shortages are noted, however, in 
the Cleveland market report. 


TWIN CITIES.—No price changes have 
taken place recently in this section. 
Retail sales have declined somewhat, due 
to the excessive heat, although certain 
seasonal lines have been selling well. 
The crop outlook is good and merchants 
are optimistic as to the future. 
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Hot Wave Slows Up Business in 
New York Market—Prices Remain Firm 


HE comparative inactivity of the New York whole- 

I sale market continues unbroken and, as during last 

week, no price changes were reported by any of the 
The few days of excessively warm 
weather, and the attendant slowing up of business activi- 
ties in all lines, appears to be a factor in the present 
Buying continues light and of a pick-up nature, 
and is not in excess of fill-in requirements. 

Very little improvement has occurred in the supply of 
The shortage, as reported last week is 
particularly acute in respect to poultry netting, shovels 

Certain of the jobbers also report 


local jobbing houses. 


situation. 


certain items. 


and lawn mowers. 


BOLTS AND NUTS.—tThere is a fairly 
consistent pick-up demand, with prices 
firm and stocks in fair supply. 


— quotations, f.o.b. New 
ork: 

Square nuts, %-in., 16c. to 17c. per 
lb.; #e-in., 15c. to 16c. per lb.; %-in., 


13c. to 14c. per lb.; yg-in., 12¢. to 13c. 


per lb.; %-in., lle. to 12c. per Ib.; 
§-in., 10c. to llc. per Ib.; %-in., 9c. 
to 10c. per Ib. 


Common carriage bolts, % x 6 in. 
and smaller, 25c. and 10 to 25 and 5 
per cent; larger and thicker, 25 and 
10 to 25 and 5 per cent. 

Machine bolts, % x 4 and smaller, 
30 and 10 to 30 and 5 per cent; larger 
and thicker, 30 and 10 to 30 and 5 per 


cent. 

Lag screws, 30 and 10 to 30 and 5 
per cent. 

Semi-finished hexagon bolts, f and 


smaller, 60 to 60 and 10 per cent; 
larger and thicker, 55 to 50 and 10 
per cent. 

Tinners’ rivets, 40 to 50 per cent. 

Hexagon machine screw nuts, iron, 
45 per cent; brass, 60, 10 and 5 to 70 
per cent from new list. 

Toggle bolts, steel bright finish, 75 
per cent. 

Stove bolts, steel bright finish; 75 
to 75 and 5 per cent. 


Iron rivets, 45 to 50 per cent. Solid 
copper rivets, 20 per cent. 

Lockwashers, * to %-in., 70 per 
cent; *& to %- ~ 70 per cent; }4 to 
1- in., 70 per cen 

Expansion bolt shields, 65, 10 and 5 
per cent. 


Screw anchors, 75 and 10 per cent. 
COASTER WAGONS.—Buying  con- 
tinues fairly active. Stocks are fair 
and prices firm. 


Jobbers’ quotations, f.o.b. New 
York: : 

Coaster wagons, with steel tired 
disc wheels, body 14 x 32 in., height 
15 in., diameter of wheels 10 in., $5.20 
each. Same, with body 16 x 38 in., 
$5.82 each. Rubber tired disc wheels, 
body 14 x 32 in., height 15 in., diam- 
eter of wheels 10 in., $5.57 each. 
Same, with body 16 x 38 in., $6.19 
each. Coaster wagon with steel disc 


in diameter, with body 


wheels, 11 in. 
specially constructed, 


18 x 40 in., 


$8.24 each. 
FREEZERS.—Stocks continue light. 
There is an increasing demand; prices 
holding firm. 
Jobbers’ quotations, f.o.b. New 
York 
White Mountain freezers, 1 qt., $2.43 
each; 2 qt., $2.83 each; 3 at., $3.38 
each: 4 qt., $4.12 each; 6 qt., $5.25 
each; 8 qt.. $6.75 each: 10 qt., $9 
each: 12 qt.. $10.75 each; 15 qt., 
$12.80 each; 20 qt., $16.60 each. 
Vacuum freezers, 1 at., $3.33 each; 
2 qat., $4 each: 3 qt., $6.67 each. 
Household freezer, 1 qt. gal. can, 


$12.50 per doz. 
FRUIT JAR RUBBERS.—Stocks suffi- 
cient; prices firm; pick-up interest con- 
tinues. 


Jobbers’ quotations, f.o.b. New 
York: 

Fruit jar rubbers, 80c. to 85c. per 
gr. Prices vary according to grade 
and also in different sections of the 


city. In 12 gross lots, 75c. per gross. 
GRASS HOOKS.—Jobbers report con- 
tinued demand for small quantities; 
prices firm; stocks fair. 


Jobbers’ quotations, f.o.b. 
York: 
Grass hooks, Little Giant, $5.35 per 


New 


doz.; Village Blacksmith, $5.40 per 
doz.; Lightning, $4.50 per doz.; Eng- 
lish, plain back, No. 2, $4.95; No. 3, 


$5.45; English riveted back, No. 3, 





$7.85. 
HEDGE AND BORDER SHEARS.— 
Continued decline in interest; stocks 
fair; prices firm. 

Jobbers’ quotations, f.o.b. New 

York: 

Hedge shears, plain, 6%-in., 93c. 


per pair; 8-in., $1.40 per pair; 9-in., 
$1.50 per pair; 10-in., $1.75 per pair. 

Hedge shears, notched, 8-in., $1.50 
per pair; 9-in., $1.65 per pair; 10-in., 
$1.90 per pair. 

Border shears, 9-in., no wheel, $2.40 
pair; 9-in., with wheel, $2 per pair; 
9-in, with 2 wheels, $3.25 per pair. 


ICE TOOLS.—Demand increasing; 
prices fair; stocks good. 

Jobbers’ quotations, f.o.b. New 
York: 


Standard ice tongs, 11-in. opening, 


82c. per pair; 14-in. opening, $1.05 
per pair; 17-in. opening, $1.25 per 
pair; 20-in. opening, $1.48 per pair; 


24-in. opening, $1.70 per pair. Boston 
pattern, 15-in. opening, $2 per pair; 
17-in. opening, $2.10 per pair; 24-in. 


opening, $2.35 per pair. 

Hollow handle ice chisels, 42 in. 
long, $2.25 each; solid handle ice 
chisels, 42 in. long, $2 each. 


Ice saws, 26 in. long, $1.43 each; 
28 in. long, $1.49 each. 
Ice axe, 4 Ib., $2.10 each. 


LAWN MOWERS.—Jobbers report ac- 
tive demand; stocks scarce; prices firm. 
Jobbers’ quotations, f.o.b. New 
York: 


Lawn mowers, 3-blade, 8-in. wheels, 
plain bearings, 12-in., $5.35 each; 
14-in., $5.75 each; 16-in., $5.85 each. 
Three-blade. 8-in. wheel, ball bear- 
ing, 14- in., $6.95 each; 16-in., $7.35 
each; 18-in., $7.75 each. 
Four-blade. $-in. wheel, ball bear- 
ing, 14-in., $8.75 each; 16-in., $9 each; 
18-in., $9.45 each. 

Five-blade. 10%-in. wheel, _ ball 
bearing, 16-in., $13.75 each: 18-in., 
$14.50 each; 20-in., $15.25 each. 


NAILS.—Demands continue consistent; 
stocks in New York broken; prices 
firm. 


Jobbers’ 

York: 

Wire 
ke e. 


quotations, f.o.b. New 


nails, $4.35 to $4.50 base, per 


difficulty in securing prompt delivery on screws and saws. 
The shortage on these items, however, is but temporary, 
and an improvement is looked for in the near future. 

The retail trade, which has been hampered of late by 
the cool weather prevailing in this section is now com- 
plaining because the weather pendulum has swung too far 
the other way, with the result that business, generally 
speaking, is only fair. 

It is generally believed that wholesale business this 
winter will be conducted on lower price levels, with declines 
expected to commence on the first of the month. 
stantial changes are not expected for some time. 


Sub- 


Cut nails, $4.70 base per keg. 

Wire nails and brads in small lots, 
70 and 10 per cent off list 

Roofing nails, 1 x 2, 100 * a $9.50 
galvanized; and plain, $7.50 

Wholesale prices vary in ‘different 
sections of the city. 


RUBBER HOSE.—Increased demand is 
reported, with prices steady and stocks 


light. 

Jobbers’ quotations, f.o.b. New 
York: 

Rubber garden hose, ‘Good Luck” 
brand, 11%c. per ft. ‘‘Milo” brand, 
12%c. per ft. ‘Bull Dog” brand, l4c. 
per ft. 


SASH- CORD.—Interest continues to 
improve, although demand is still lim- 


ited to immediate requirements. Prices 
easier; stocks fair. é 
quotations, f.o.b. New 


Jobbers’ 
York: 


Cotton sash cord, 48c. to 46c. base, 
per lb. 

Prices vary according to grade and 
= also in different sections of the 
city. 


SCREWS.—Prices continue steady be- 


cause of consistent demand. Stocks 
broken; delivery slow. 
quotations, f.o.b. New 


Jobbers’ 
York: 


Wood screws, iron bright, flat head, 
75 per cent. Iron bright, round and 
oval head, 72% per cent. Iron blued, 
flat head, 75 per cent plus 5 per cent 
to net amount of invoice. Iron, biued, 
round head, 72% per cent; brass, 
flat head, 70 per cent. Brass, round 
and oval head, 67% per cent. Hot 
galvanized flat head, 60 per cent; 
nickel plated, flat head, 62% per cent. 
Some jobbers give an extra 20 per 
cent on wood screws. 

Machine’ screws, rolled thread, 
iron, flat and round, No. 2 and 3, 
57% per cent; No. 4 and larger, 66% 
yer cent. Brass, flat and round, No. 

and 3, 52% per cent; No. 4 and 
larger, 60 per cent. 


SCREEN WIRE.—The demand con- 


tinues active, prices firm; stocks 
broken. 
Jobbers’ quotations, f.o.b. New 
York: 
Screen Wire.— Black, 12 mesh, 


$2.15; extra, 15c. 100 sq. ft. on less 
than 24 in. Competitive grade, $1.90 
to $2.20: extra, 15c. per 100 sq. ft. 
less than 24 in., and 15c. for 100 sq. ft 
for half rolls. 

Dull Finish.—Zine coated galvanized 


cloth, 12 mesh, $2.65; 14 mesh, $3.15; 
13 mesh, heavy, $4.90. Extra, same 
as black 


Bright. ‘—12 x 13 mesh, $4 to $4.10; 
X H 14 mesh, $5.60 to $7.75; 14 mesh, 
$4.30 to $4.35. Extra, less than 24 in., 
l5c. per C; over 48 in., 60c. per C. 

Copper.—14 mesh, $7. Extra, 1lb5c. 
less than 24 in. widths. No half rolls. 

Bronze.—14 mesh, $7.50; 16 mesh, 
$8. Extras same as copper. 
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Declines Overshadow Advances in Chicago 
_ —Record Breaking Business Continues 


(Chicago Office of HARDWARE AGE) 

WHERE has been practically no change in hardware 
r business during the past week. Jobbers have all they 
can do to take care of the business. 
orders have increased over the previous week and cover 
many seasonal fill-in items. The total volume of business 
is keeping at a record breaking point with no signs of 
slowing up. Some nearby points have reported a slowing 
down of demand but it has not yet reached the Chicago 


markets. 


There were practically no advances issued to the trade 
from this center. This holds true of declines with the 
exception of some very slight adjustments on one or two 


lines. 


Now that the raw material market is easier, the question 


AGRICULTURAL TOOL HANDLES.— 
These lines very scarce; manufacturers 
have advanced prices. 

ALARM CLOCKS.—Jobbers’ stocks in 
fair shape; prices firm; demand excel- 
lent. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: America, $11.40 in 
doz. lots, $11.04 in case lots; Blue 
Bird, $13.20 in doz. lots, $12.84 in 
case lots; Black Bird, $18.96 in doz. 
lots, $18.36 in case lots; Bunkie, 
$20.88 in doz. lots, $20.16 in case lots; 
Lookout, $13.20 in doz. lots, $12.84 in 
case lots; Sleepmeter, $15.12 in doz. 
lots, $14.64 in case lots. 


AMMUNITION AND FIREARMS.— 
Future orders exceptionally good; 
manufacturers claim scarcity of pulled 
labor. 

AUTOMOBILE ACCESSORIES.—Real 
summer weather bringing out large vol- 
ume of orderg. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, 50c. each; 
Regular, 58c. each; Champion X, 45c. 
each; lots of 100, 41c. each; Champion 
Blue Box Line, 653c. each; A. C. 
Titan, 58c. each; lots of ‘100, 56c. 
each; A. C. Special Ford, 44c. "each. 

Spot Lights. —Anderson, No. 3280, 
$6.50 each; Stewart, $5.67 each. 

Horns.—E. A. Electric (Ford) $4 


ea 

, eee yogi, No. 46, 
$2.50 each; in lots of 10, $2.25 each; 
Simplex, No. 36, $1.80 each; Ajax, 
No. 6, 85c. each; National Standard, 
No. 21, $1.20 each. 

Pumps. — Rose, 1%-in. cylinder, 
$1.55 each. 

Chains.—-Non-skid, dozen pair lots, 
33% per cent discount; 50 pair lots. 
40 per cent discount. 

Tires and Tubes.—30 x 3%, non- 
skid, fabric, $9.60 each; cord, $11.95 
each; gray inner tubes, 

1.42 —_ red inner tubes, 30 x 3%, 
1.95 each 


AXES.—Prices firm; manufacturers re- 
port season’s output about sold up. 
Dealers buying freely and urging pres- 
ent delivery of their fall needs. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4 Ib., $14 
doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 
$15 to $22 per doz., according to qual- 
ity and grade of handle. 


BICYCLES AND TIRES.—Stocks bad- 
ly broken; deliveries from factories dif- 
ficult to obtain; sales excellent, with no 
signs of slowing up. 


The number of 


arises in the minds of both jobbers and retailers why it 
is impossible to buy more cheaply. Manufacturers advance 
again the statement that what they save in reduction of 
raw material costs they are obliged to pay out in increased 
labor and overhead costs. 

It is surprising the way the hardware business has con- 
tinued so heavy in the face of comparatively quiet con- 
ditions in the stock market and various lines of trade. 
The 1923 dollar showed a purchasing power of 62.8 cents 


for the week ending June 16 against 62.4 cents the week 


previous. Collections are reported fair from some of the 
“hard hit” sections. 
Wholesalers in this section seem to be generally of the 


opinion that business for the next four or five months 


BOLTS AND NUTS.—Prices holding 
firm; stocks in good condition; excel- 
lent demand continues. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Large carriage bolts 
40-5 per cent off list; small carriage 
bolts, 45-5 per cent off list; large 
sized machine bolts, 40-10 per cent 
off list; small sized machine bolts, 50 
per cent off list; all stove bolts, 70-5 
per cent off list; all lag screws, 50-5 
per cent off list. 


BUILDERS HARDWARE.—Little, if 
any, improvement in deliveries from 
factories; shortages in a great many 
items; prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, in 
case lots, $3.48 per doz. pr.; 4 x 4 
steel butts, old copper and dull brass 
finish, in case lots, $4.74 per doz pr.; 
heavy bevel stéel inside sets, case 
lots, $8 doz.; steel bit-keyed front 
door sets, $2 per set; wrought brass 
bit-keyed front door sets, $4 per 
set; cylinder front door sets, $8.50 
per set. 

CHAIN.—Prices firm; makers are talk- 
ing further advances, which it is hoped 
can be avoided; demand continues 
steady and strong. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: %-in. proof coil chain, 
$9.75 per 100 lb.; American coil chain, 
40-10 per cent off list; No. 00, 
electric welded cow ties, $3 per doz. 


COASTER WAGONS AND SLEDS.— 
Jobbers report they are booking the 
largest future sled business in history. 
Coaster wagons continue to be in ex- 
cellent demand and larger sales are 
not unexpected. 


COPPER RIVETS AND BURRS.—Un- 
usual demand; prices firm at basis last 
reported; stronger prices are looked for 
as a natural reaction from the recent 
decline. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 30 per cent discount. 

CUTLERY.—Demand is “very good.” 
Conditions for some time have pointed 
to short stocks and higher prices, so 
retailers are liberal as well as early 
in specifying for pocket knives, shears, 
scissors, butcher knives, table and 
kitchen cutlery from all sections on 
both current and future orders. 


will be on a sound and healthy basis. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Late spring has resulted in 
heavy buying at this time. Local prices 
quoted below are unusually favorable 
and not based on the recent higher 
prices of sheets. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 29-gage, 5-in. lap joint 
gutter, $4.75 per 100 ft.; 29-gage, 3- 
in. conductor pipe, $5.10 per 100 ft.; 
29-gage, 1% x 8-in. ridge roll, $4 per 
100 ft.; 29-gage, 3-in. conductor el- 
bows, $1.55 per doz. 

FIELD FENCE.—Mills report they are 
from forty to sixty days behind with 
orders; sales are quieting down, due 
to the farmers being busy. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Field fencing, 6044 per 
cent discount from lists. 

FILES.—Stocks fair; prices firm; ex- 
cellent sales reported. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 65-5 
per cent off list; Nicholson files, 50-10 
per cent off list; Disston files, 50-10- 
10 per cent off list; Black Diamond 
files, 50-5 per cent off list. 

FISHING TACKLE.—Current _ busi- 
ness very good; fill-in orders running 
heavy; local stocks going out rapidly; 
prices unchanged. 


FRUIT PRESSES.—Predictions point 
to a heavy cherry crop and apples are 
expected to have a big yield. The de- 
mand for fruit presses has started to 
be lively. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Juicy Fruit presses, 
3 qt., $3.25 each; 6-qt., $4 each; 12- 
qt., $5.50 each: Enterprise, No. 25 
4-qt., $7.28 each; No. 31, 6-qt., $7.89 
each; No. 35, 8-qt., $8.67 each. 


GALVANIZED WARE.—No change 
in the situation; manufacturers stand- 
ing pat on their last advances. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Competition galva- 
nized water pails, 8-qt., $2.20 doz. ; 


10-qt., $2.50 doz.; 12-qt., $2.75 doz.; 

14- aw $3 doz.: galvanized wash tubs, 

1. $7.25 doz.; No. 2, $8 doz.; No 
939.35 doz. 





GARDEN HOSE. eding ad- 
ditional hose for this season should 
order at once. There was little or no 
hose carried over from last season, 
and factories were unprepared for the 
unusual demand this season, and are 
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way behind on their orders. Conse- 
quently, hose is very scarce. Raw ma- 
terials have advanced 50 to 80 per cent, 
whereas manufacturers have made only 
a very moderate advance in their 
price. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: %-in., two-ply molded 
hose, 94%c. to 12%c. per ft.; %-in. 
cord hose, 8%c. to 10c. per ft; % -in. 
wrapped hose, 13%c. per ft. 

GLASS AND PUTTY.—Prices firm; 
replacements from factories slow; de- 
mand increasing. 

We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Single strength A and 
B, up to 25-in., 85 per cent discount; 
over 25-in., 83 per cent discount; 
double strength A, all brackets, 84 
per cent discount. Putty, 100-lb. kits, 
$3. 70; commercial putty, $3.55; glaz- 
ers’ points, Nos. 1, 2 and 3, one doz. 
packages, 65c. 

HANDLED HAMMERS. — Manufac- 
turers making better deliveries, though 
still much behind with their orders; 
sales ahead of normal records; prices 
remain firm, apparently good for some 
months to come. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 11% first quality 
nail hammers, $13.25 per doz.; 12-oz. 
ball pein, $10 per doz.; Competitive 


forged nail hammers, $8 per doz.; 
cast steel hammers, $5 per doz. 


EYE HAMMERS AND SLEDGES.— 
Most factories full of business and slow 
in shipping; prices very firm; demand 
much better than normal. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Striking or black- 
smiths sledges, 5-lb. and heavier, 12 
cents per pound. 

HATCHETS.—Demand unusually ac- 
tive; manufacturers behind with deliv- 
eries; prices firm but unchanged, and 
it is hoped that further advances 
(justified by the labor situation) may 
be avoided. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Size 2, extra quality, 
broad hatchets, $19.40 per doz.; com- 
petitive grade, $15.65 doz.; warranted 
shingling hatchets, No. 2, $15 doz.; 
competitive forged shingling hatch- 
ets, No. 2, 10. 

HICKORY HANDLES.—No _ recent 
change in price; manufacturers report 
their costs are continually increasing 
and that they are unable to keep up 
with the demand. Handles, especially 
the better grades, are likely to become 
continually scarcer and higher in price, 
as the nation’s supply of hickory de- 
creases. 

We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Hickory handles, No. 

1 hickory axe handles, $4 per doz.; 
No. 2, $3 per doz.; finest selected sec- 
ond growth white hickory handles, $6 
per doz.; special white second growth 
hickory, $5 per doz.; No. 1 hatchet 
and hammer handles, 90c. per doz.; 
second growth hickory hatchet and 
hammer handles, $1.50 per doz. 
HINGES.—Very satisfactory business 
reported; stocks somewhat broken; de- 
liveries from manufacturers slow. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges 
in bundles, 4-in., $1.12; 5-in., $1.57; 
6-in., $1.93; 8-in., $3.21; 10-in., $4.92 
ner doz. pairs. Extra heavy T hinges 
in bundles, 4-in., $1.74; 5-in., $1.85; 
6-in., $2.31; 8-in., $3.95; 10-in., $5.64 
per doz. pairs. 

ICE CREAM FREEZERS.—Prices un- 
changed; replacement orders coming in 
freely; business considered fair. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Peerless and Alaska, 
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1-qt., $2.95; 2-qt., $3.45; 3-qt., $4.10; 
4-qt., $5, less 20-10 per cent. White 
Mountain, %-qt., $3.50; 1-qt., $4.90: 
2-qt., $5.70; 3-qt., $6.90; 4-qt., $8.30; 
6-at., $10.50; 8-qt., $13.50; 10-qt., 
$18; 12-qt., $21.60; less 50 per cent. 
Arctic, 1-qt., $3.80; 2-qt., $4.60; 3-at., 
$5.45; 4-qt., $6.80; 8-qt., $8.60; 8-qt., 
$11.10, less 50 per cent. 


LAWN FENCE AND GATES.—De- 
mand very good; prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Lawn fence, 53 per 
cent discount; galvanized gates, 42 
per cent discount; painted gates, 52 
per cent discount. 


LAWN MOWERS AND GRASS 
CATCHERS.—Stocks becoming broken; 
replacements necessary at advanced 
prices; demand very good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 14-in., $6 each net; 
16-in., $6.40 each net; 18-in., $6.80 
each net; ball-bearing lawn mowers, 
4 blades, adjustable bearings, 8-in. 
drive wheels, finished in gold, alumi- 
num and blue, 14-in., $8.25 each net; 
16-in., $8.60 each net; 10%-in. raised 
open drive wheel, 4 tempered steel 
blades, reel 6-in. diameter, finished 
in aluminum, gold and green, red and 
gold striped, $10.50 each net. Same, 
16-in., $10.95 each net; same, 18-in., 
$11.50 each net; 20-in., $12.25 each 
net. Grass catchers, wire frame, ad- 
justable heavy iron bottoms, white 
duck, for mowers 12 to 16-in., $9.40 
per doz. net. Same, for mowers 16 
to 20-in., $11 per doz. net. 


NAILS.—No improvement in deliveries; 
stocks in bad shape on all odd nails, 
such as L. H. roofing, plain and gal- 
vanized, box nails, and some sizes of 
finishing nails. 

We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.80 per keg base. The extra for 
galvanized nails is now $2.25 for 


l-in. and longer; $2.50 for shorter 
than 1-in. 


OIL STOVES.—Orders coming in very 
satisfactorily. Dealers are cautioned 
about letting stocks get too low. It 
would seem advisable to anticipate 
wants a little. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: New Perfection, 2- 
burner, $17.50 list; 3-burner, $23.50 


list; 4-burner, $29.50 list, all less 30 
per cent in lots of less than 10. 


PAINTS AND OILS.—Turpentine ad- 
vanced 13 cents per gal. No change in 
linseed oil. The demand for all kinds 
of paints and oils is unusually heavy. 


We «quote from jobbers’ _ stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, $1.34 
per gal.; 5-barrel lots, $1.29 per gal. 

Linseed Oil.—Boiled, barrel lots, 
~ ' per gal.; 5-barrel lots, $1.31 per 


Turpentine, -—Barrel lots, $1.35 per 
a 


Denatured Alcohol.—In barrels, 48c. 
per gal. 

White Lead.—1i00-lb. kegs, 14%c. 
per lb.; 50-lb. kegs, 14%c. per Ib.; 
25-lb. kegs, 14%c. per Ib.; 12%-Ib. 
kegs, 15c. per Ib. 

Dry Paste.—In barrels, 6%c. per Ib. 

Sheliac.—(4 lb. goods) white, $4 per 
gal.; orange, $3.75 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 


PREPARED ROOFING.—As a natural 
result of the present phenomenal build- 
ing activity, the demand is excellent. 
Slight declines are announced on a few 
slate-surfaced items, and on _ rosin 
sheathing paper. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $1.90 per 
square; best tale surfaced, $2.20 per 
square; medium tale surfaced, $1.55 
per square; light tale surfaced, $1 per 
square; red rosin sheathing, $75 per 
ton. 
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PYREX OVEN WARE.—There is a 
special inducement to dealers to push 
the sales of glass oven ware in the 
way of prizes for the best window dis- 
play. Dealers who are trying it find 
their sales increasing. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 

Casseroles. — Round, No. 167, $12 
doz.; No. 168, $14 =? No. 183, $12 
doz.; No. 184, $14 doz. 

Casseroles.——Oval, No. 193, $12 doz.; 
No. 197, $14 doz 

Nursing Bottles. —Narrow neck, flat 
shape and wide mouth, 4-oz. (nar- 
row neck only), 80c. per doz., all 
styles, 6-oz., $1.60 per doz.; 8-oz., $2 
per doz.; 10-o0z., $2.40 per doz. 

Pie Plates.—No. 202, $6 doz.; No. 
203, $7.20 doz.; No. 209, $7.20 doz. 
‘Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz. " 

ne “oa? + —No. 231, $8 doz.; 

$14 doz. 


ROLLER SKATES.—Steady demand; 
prices for next season will be higher. 
ROPE.—Prices firm and unchanged; 
sales continue on a liberal basis with 
heavy early demand for the haying 
season. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality manila 
rope, standard brand, 18%c. to 20%c. 
per lb.; No. 2 manila rope, 17c. to 
18%c. per lb. base; so-called hard- 
ware grade manila rope, 17%c. per 
lb.; No. 1 sisal rope, highest quality, 
standard brands, 144%c. to 16%c. per 
Ib. base; No. 2 sisal rope, standard 
brands, 13%c. to lic. per lb. base. 


SASH CORD.—Demand continues ex- 
cellent. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 


$10.80 per doz. hanks; No. 8, $12.50 
per doz. hanks. 


SASH WEIGHTS.—Improvement in de- 
liveries noted; demand very heavy; 
price is 5 per cent lower, due to easier 
scrap market, 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard sizes in ton 
lots at $47.50 per ton. e 


SCREEN DOORS.—The business on 
doors is holding on heavier than in 
years, owing to unseasonable weather. 
Window screens are now in the height 
of the season. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 241, 2 ft. 6 in. x 6 
ft. 6 in., $28.80 per doz.; 2 ft. 8 in x 
6 ft. 8 in., $21.75 yg doz, ; 3 ff. 30 in. 
x 6 ft. 10 in., $22.80 per doz.; 3 ft. x 7 
ft., $23.80 per doz.; No. 29, "2 ft. x 6 
ft., $27.15 per doz.; 2 ft. x 8 ft., 
$28.20 per doz.; 2 ft. x 10 ft., $29.55 
per doz.; 3 ft. x 7 ft., $30.65 per doz. 


SCREWS. — Excellent orders’ being 
taken at new prices; jobbers have fair 
stocks on hand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 80 per cent’ new list; round 
head blued, 78 per cent new list; flat 
head brass, 76 per cent new list; 
round head brass, 74 per cent new 
list; japanned, 74 per cent new list. 

SHEARING AND CLIPPING MA- 
CHINES.—Although the season has 
been backward, sales are reported good. 
This weather should show heavy orders. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Stewart No. 1, ball- 
bearing clipping machines, $10.75 
No. 360 top plate, $1; No. 361 bottom 
plate, $1.50; dealers’ discount 25 per 
cent. Stewart electric clipping ma- 
chines, all standard voltages, hang- 
ing type, $80; pedestal type, $85; 
dealers’ discount 25 per cent. 


SOLDER AND BABBITT METAL.— 
Prices unchanged; recent declines seem 
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to have stopped, with prices at a very 
much more attractive level for buyers; 
demand excellent and increasing daily. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 sol- 
der, $27 per 100 lb.; medium 45-55 
solder, $26 per 100 lb.; tinners’ 40-60 
solder, $25 per 100 lb.; high-speed 
babbitt metal, $20 per 100 lb.; Stand- 
ard No. 4 babbitt metal, $11 per 100 


STEEL GOODS.—Slight improvement 
in deliveries from the factory, but job- 
bers are short on a great many items. 
Great improvement noted in the sale of 
this line during the entire season; de- 
mand continues good. 


STOVE PIPE AND ELBOWS.—A great 
many dealers are urging summer de- 
livery to avoid shortage when the 
season opens. Many of the manufac- 
turers have withdrawn from the mar- 
ket as to new business. Future orders 
on this line are ahead of all previous 
records. Prices are very firm and are 
expected to so remain throughout the 
fall season. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Stove Pipe.—30-gage, 6-in. nested 
blued pipe, $14 per 100 joints; 28- 
gage, $16 per 100 joints; 26-gage, 
$18 per 100 joints. 

Elbows.—6-in. blued corrugated, 
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yee $1.45 doz.; 28-gage, $1.60 


Goal on -—Galvanized, 17-in. $5.40 
per 

Stove Boards.—Crystal, 33-in., $23.90 
per doz. 


STEEL SHEETS.—Local prices con- 
tinue as follows, subject to slight con- 
cession for quantity orders. There has 
been a slight improvement noted in de- 
liveries from the mills, but stocks are 
still broken and sales continue very 
active. 
We quote from jobbers’ _ stocks, 
f.o.b. Chicago: 28-gage galvanized 


sheets, $6.35 per 100 Ilb.; 28-gage 
black sheets, $5.20 per 100 Ib. 


WIRE GOODS.— Manufacturers of 
poultry netting advanced their prices 
about 10 per cent, as already reported. 
There is still a great shortage in this 
line, in spite of the fact that the season 
for poultry netting is supposed to be 
almost over, except in sizes 12 to 36 
in., which sell through July. Wire 
cloth deliveries are slow. Much of this 
class of merchandise is still in good 
demand. Local stocks are broken. The 
barb wire season is about over and the 
demand on plain wire is above normal, 
cwing to broken stocks in all jobbers’ 
hands. 


We quote from jobbers’ stocks. 
f.o.b. Chicago: No. 8 black annealed 
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wire, $3.70 per 100 lb.; catch weight 
spool galvanized cattle or hog wire, 
$4.60 per 100 lb.; 80-rod spool galva- 
nized hog wire, $3.98 per spool; No. 
9 galvanized plain wire, $4.15 per 100 
lb.; polished fence staples S, $4.25 per 
100 lb.; catch weight spools painted 
barb wire, $4.30 per 100 Ib.; 12-mesh 
black wire cloth, $2 per 100 sq. ft.; 
12-mesh galvanized wire cloth, $2.35 
per 100 sq. ft.; galvanized before 
poultry netting, 45-10 per cent dis- 
count; galvanized after poultry net- 
ting, 45 per cent discount. 
WHEELBARROWS.—Deliveries from 
factory continue slow; demand very ac- 
tive; prices firm; sales of garden and 
light steel tray barrows for general use 
especially heavy. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 4 Tubular, $7.50 
each; No. 14, steel tray and leg, con- 
tractor’s barrow, $7.25 each; Com- 
petitive grade, steel tray, $4.50 each; 
common wood bolted, $3.75 each; 
steel leg, garden barrows, $6 each. 

WRENCHES.—No change in price 
made by the local jobbers, although sev- 
eral of the manufacturers have made 
advances. Business is coming in very 
satisfactorily. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60 per cent off list; Coes wrenches, 
40-10 per cent off; engineers’ 
wrenches, 25 per cent off; knife han- 
dle wrenches 40-10 per cent off. 
Stillson 60-10 per cent off; Trimo, 
60-7% per cent off. 


Lack of Price Changes Outstanding 
Feature of New England Market 


(Boston Office of HARDWARE AGE) 


r VHE outstanding feature of the hardware market the 
past week is the lack of price changes worthy of men- 
tion. Not for many months have there been as few. 

In the wholesale field it is commonly felt prices have 

reached their top and that hereafter reductions may be 

anticipated. In the retail field it is generally hoped 
prices have reached their top and that they will remain 
as they are for some time. In the manufacturing field 
many doubt if the general advance has been checked ex- 


cept for the time being. 


Here is what one of the largest manufacturing firms 
of tools in New England has to say: 
increases in the cost of labor and materials it would ap- 
pear as though selling prices for finished products are 
liable to increase to some extent. If business continues 
good through the fall the situation will probably be fur- 
ther aggravated. In general if the foreign situation can 


AXES.—Jobbers in most cases announce 
they have practically sold all the axes 
for fall delivery they have contracted 
for. That retail stocks are small is 
shown by the frequent orders received 
from day to day. 

We quote from Boston jobbers’ 

stocks: 
Axes.—Single bit, $14.50 per doz. 


base; double bit, $19.50. With han- 
dles, single bit, $18.75 per doz. 


BATTERIES.—Flashlight cases are 
in short supply, and jobbers have a large 
number of back orders on their books. 
Batteries of all kinds are in demand, 
dry kinds leading in activity. 
We _ quote from Boston jobbers’ 
stocks 
Canes. —Tubular type, 5% x 1%- 
in. fibre, six packages or more, $1.73 
net; nickel, $2.06; a x 1%-in., fibre, 


$2.23; nickel, $2. 8% x 1%-in., 
fibre, $1.65; Shaek i. 93, Miner type, 


“With continued 


prices on same. 


5% x 1%-in. fibre, $1.90; nickel $2. 

6% x 1%-in. fibre, $1.82; nickel 32: 
8% x 1%4-in., fibre, $1.93; nickel, $2.48. 
Pocket type, 3x 2% x 1 in., ‘nickel, 

2.39. Searchlight types, 9x 1%-in., 
fibre, $1.51; nickel, $1.6 

Batteries.—Leading makes, stand- 
ard tubular, 3-cell, 50c. net; 2-cell, 
30c. and 35c.; Eveready, No. 710 5- 
cell, $1.10. Unit cells, Eveready No. 
935, 15¢c each, net; No. 950, 17c. 

Columbia (Dry) —In lots of less 
than 12, 40c. each; in lots of 12 to 
50, $35.22 per 100; in barrel lots of 
125, $30.22 per 100. 

ignitor (Dry).—In lots of less than 
12, 40c. each; in lots of 12 to 50, $35.22 
per 100; in barrel lots, $35.22 per 100; 
50 in box. 

Hot Shot (Dry).—In barre! lots, No. 
1461M, $1.66 each; No. 1561, $1.98. In 
lots of less than 12, No. 1461M, $1.76 
each; No. 1561, $2.08. 

Bulbs.—Eveready, 3.8 voltage, 15c. 
each; all other numbers and voltages, 
15e each, less 25 per cent discount. 


be straightened out so that farmers’ surplus products can 
te disposed of at satisfactory prices it will have a very 
beneficial effect on industry as a whole and on the dura- 
tion of the present period of prosperity.” 

It appears, therefore, that sentiment is mixed. Busi- 
ness generally is good, although quiet in spots, which is 
largely seasonable. 
and wholesale hardware trades in the future is attested in 
statements by jobbers the past week that little doubt exists 
in their minds but what they could sell a very large 
amount of goods for spring, 1924, delivery if they had 
They already have sold 
amount of stock for fall delivery. People are not buying 
goods as far ahead as that unless they have confidence. 

The credit situation, say the jobbers, is spotty. More 
so, in fact, than usual, yet on the whole it is satisfactory. 
With continued retail sales on the present basis the credit 
atmosphere should be very much clearer before long. 


That confidence is felt in the retail 


a tremendous 


delivery have been placed in this mar- 
ket. Already certain sizes and styles 
have been cleaned up. 


We quote from Boston jobbers’ 
stocks: 

Blankets.—Street, 76 x 80-in., seal 
brown ground, colored heading, $1.75 
each, net; 80 x 84-in., grey ground, 


co.ored heading, 2.25; 84 x 90-in. 
grey ground colored heading, $2.! 50: 
iron grey ground, $2.75; cadet, brown, 


black, orange, white and red head- 
ing and _ stripes, $3: grey ground, 
stripes, $2.75; light brown ground, 
colored heading, $5; other styles $3.25, 
$3.60 and $4.75. 

Stable.—Kersey, 72-in., $1.45 each, 
net; 76-in., $1.50; heavy burlap, 7 
92, 76-in., $2.20 to $2.80, 80-in., $2.25 
to $2.90, 84-in., $2.55 to $3. 


BUILDERS’ HARDWARE.—A large 
share of the building going on in New 
England consists of garages, and the 





BLANKETS.—Good sized orders for demand for garage hardware is tremen- 


the various kinds of blankets, for fall 


dous. Builders’ hardware also is in 


ces 





68 


demand, although the aggregate week- 
ly business is somewhat smaller than 
heretofore. 


CHAINS.—Some of the jobbers here 
say they have about all the automo- 
bile tire chain business they can han- 
dle next fall. They are already predict- 
ing a shortage of such chains before 
the close of next winter. The market 
for machine chain is fairly active for 
this time of the year, while proof coil 
kinds sell slowly. 


We quote from Boston jobbers’ 
stocks: 

Machine Chains.—Twist lengths, *%- 
in., lic. per lb.; %-in., 18c. per Ib.; 
Ye-in., 12%c. per lb.; ‘long or open 
length link chain, -in., 16%ec. per 
Ib.; %-in., 15c. per Ib.; gs-in., 14c. 
per lb.; fs-in., 12%c. per Ib.; 5 - in., 
llc. per Ib. 

Proof Coil Self-Colored Chain.—j¥,- 
in., $14.65 per 100 lb.; %-in., $12.85; 
sa -in., $11.20; %- a $9.70: y-in., 
$9.45: %-in., $9.10; 5-in., $9.75; %- 
in., $9.40; %-in., $9.10; 1-in., $8.80. 

For less than 100 Ib., about 2c. a 
pound additional is charged. 


CUTLERY.—The average retail dealer 
is not inclined to buy very far ahead 
in cutlery. On the other hand day-to- 
day jobbing sales, in the aggregate, are 
remarkably good, most of them for im- 
mediate retail use. 


We quote from Boston jobbers’ 
stocks: 

Straight Shears.— Universal line, 
japanned, 6-in., $8 per doz. net; 6%- 
in., $8.50; T-in., $9; 744-in., $9.55; 8- 
in., $10.10; 9-in., $12. Nickel-plated, 
6-in., $9.15; 612-in., $9.55; 7-in., $10.10; 
7%-in., $10.75; 8-in., $11.15; 9-in., 
$14. Left hand, 7%4-in., $13.80. 

Bent Trimmers. — Japanned, 7-in., 
$9.55; 8-in., $10.75; 9-in., $13.55; 10- 
in., $16.90. 

Barbers’ Shears. — Nickel-plated, 
7%4-in., $12 per doz. net; 8-in., $12.80. 

Scissors.—Pocket, 4-in., $8.35 per 
doz. net; 4%4-in., $8.65. Embroidery, 
3%-in., $7.65; 4-in., $8.35. Ladies’, 
4-in., $8.35; 4%4-in., $8.70; 5-in., $9; 
6-in., $10.35. 


FENCING.—Jobbers have marked up 
Cyclone fencing about 10 per cent fol- 
lowing a similar uplift in manufactur- 
ers’ prices. 


We quote from Boston jobbers’ 
stocks: 

Fencing.—National line, 40 and 10 
per cent discount. Factory ship- 
ments, in car lots, 65 per cent dis- 
count; in less than car lots, 64 per 
cent discount. 

Staples.—Galvanized fence staples, 
from factory, in car lots, $3.90 per 
100 Ib.; in less than car lots, $4.15. 


FREEZERS.—The hot weather experi- 
enced the past week brought out heavy 
buying orders in ice cream freezers. 
So far orders have been filled fairly 
promptly. 


We quote from Boston jobbers’ 
stocks: 

Freezers.—W hite ge 1-qt., 
$4.85 list; 2-qt., $5.65; 3-qt., $6.75; 
4-qt., $8.25; 6-qt., $10.45; 8-qt., $13.50; 
10-qt., $18; 12-qt., $21.50; 15-qt., $25; 
2)-qt., $33.20; 25- at., $42.60. 

Arctic, 1-qt., $4 list; 2-qt., $4.60; 
3-qt., $5.55; 4-qt., $6.80; 6-qt., $8.66; 
8-qt., $11.19; 10-qt., $14.80; 12-qt., 
$16.65; 15-qt., $23.30; 20-qt., $30. 

Jobbers’ discount, 50 per cent from 
store or factory 

Alaska, 1-qt., $2.95 list; 2-qt., $3.45; 
3-qt., $4.10; 4-qt., $5; 6-qt., $6.30; 
8-qt., $8.20; 10-qt., $10.75; 12-qt., $14; 
15-qt., $17. Discount, 26 and 10 per 
cent. Alaska special, 2-qt. only, 
$2.25; less one-third off. 


FUSE PLUGS.—The opening up of 
summer homes has brought an _ in- 
creased demand for fuse plugs. Prices 
have not changed this year. 


We quote from Boston jobbers’ 
stocks: 

Fuse Plugs.—All sizes, in lots of 
less than 50, $4.50 per 100; in unit 
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boxes (50 plugs), $3.75 per 100; in 
standard packages (500 plugs), $3.10 
per 100; 500 plugs of one kind, $2.85. 


GRINDING WHEELS.—Although the 
average individual order for grindjng 
wheels received is small, aggregate 
weekly bookings are running well in ex- 
cess of those for the corresponding pe- 
riod last year. 


We quote from Boston jobbers’ 
stocks: 

Grinding Wheels.—Norton Co. line, 
regular grains, 65 and 5 per cent dis- 
count; special "No. 38 grain, 60 per 
cent ‘discount; elastic, 45 per cent 
— crystolon, 60 per cent dis- 
count. 


HOSE.—Another hot, dry spell has 
speeded up the movement of rubber 
hose out of retail as well as wholesale 
stocks. Supplies appear to be small. 


. We quote from Boston jobbers’ 
stocks: 
Rubber Hose.—Milo, 12%c. per 
rite Good Luck, 11%c.; Bull Dog, 
c. 


LAWN MOWERS.—The general situa- 
tion is about the same. Everybody is 
short of goods, while the public demand 
is very good. Some of the retail trade 
have placed orders for spring 1924 
goods without the price specified. 


We quote from Boston jobbers’ 
stocks: 

Lawn Mowers.—Competitive makes, 
14-in., $6 net: 16-in., $6.25. Colonial, 
16-in., $8.75 list; 18-in., $9.13; New- 
yort, 16-in., $8.25; 18-in., $8.63: Lake- 
wood, 16-in., $9.63; 18-in., $10; Im- 
perial, 14-in., $13.25; 16-in., $14.25; 
18-in., $15.25; 20-in., $16.25. Discount, 
50 per cent. 


METAL POLISH.—AIl jobbers report 
normal sales of metal polish. A few 
of them appear to have done an un- 
usually good business the past week. 


We quote from Boston jobbers’ 
stocks: 

Metal Polish.—Kimball line, No. 1, 
%-nints, white, $1.54 per doz.; pints, 
$2.40: gallons, $14.40. Perfect line, 
15-pints, $2.10 per doz.; pints, $3.36: 
gallons, $18. Signet line, %-pints, $2 
per doz.; pints, $3.20; quarts, $6; 
gallons, $16 ; 


NAILS.—Some sizes of both wire and 
cut nails continue in short supply, but 
the general supply situation is stead- 
ily growing better. 


We quote from Boston jobbers’ 
stocks: 

Nails.—Wire, $4.10 per keg, pase, 
from store; from mill, in less than 
carload lots, $3.35 per keg, base, 
and in carload lots, $3.10 per keg, 
base, f.o.b. Pittsburgh; Galvanized 
wire nails, 1-in. and longer, add $2.50 
per keg; shorter than 1-in., $2.75; 
cut nails, from store, $4.55 per keg, 
base; direct shipments, in car lots, 
$3.60 per keg, base; in less than car 
lots, $3.75; Tre mont, cut nails, in car 
lots, $4.10 per keg, base; in less than 
ear lots, $4.25; all car lots and less 
than car lots f.o.b. mill; galvanized 
cut. $8.15 from store; cement coated 
nails from mill, in less than car- 
loads, $3.75 per keg, base; in car- 
loads, $3.45; hard steel nails, from 
store, $8.10 per keg, base; from fac- 
tory, $7.60; blued 3-pennyweight, 
light sterilized lath, $2.05 per keg. 


PAPERS.—In a retail way the sale 
of prepared papers is excellent. Job- 
bers’ stocks are quite well cleaned up. 


We quote from Boston jobbers’ 
stocks: 
Roofing Paper.—Bermico paper, $95 
per ton, f.o.b. Boston stock. Tarred 
felt paner, $61.50 per ton from stock. 
‘Sheathing paper, direct factory ship- 
ments, $75 per ton; from store, $80. 


PLIERS.—Sales are well in excess of 
those for June, 1922, and there is every 
indication that business will continue 
good for several months at least. Re- 
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tail and jobbing stocks are in fairly 
good shape. 


We quote from Boston jobbers’ 
stocks: 

Pliers.—Pexto line, side cutting, 
No. 30, £ in., $15.67 per doz. net; 7- 
in., $18.6 8- in., $21.67; gas pliers, 
7- -in., $6. Of: 8-in., $6.47. Schollhorn 
line, No. 102, 1%-in., $1.50; wr rm 
$1.75; 5%%-in., "$1.90; 6- -in., $2.10; 6%- 
in., $2.25; 7-in., $2.75; 8-in., $3.25. 
Discount, 25 per cent. 


REFRIGERATORS.—Jobbers have suc- 
ceeded in getting shipments of refrig- 
erators from manufacturers, and new 
goods are being applied to back retail 
orders as fast as possible. - Nothing 
new in prices has developed of late. 


RULES AND LEVELS.—Sales of rules 
and levels, say retail dealers, are very 
satisfactory, and such reports are sub- 
stantiated by the amount of merchan- 
dise passing through jobbers’ hands. 
We quote from Boston jobbers’ 
stocks: 
Rules.—Stanley line, No. 61, square 
joint, $2.63 per doz. net; ‘No. 63, 
No. 68, fourfold, $1.91; No. 42, 
ship carpenters’, $5.05; No. 51, draft- 
ing scale, 42. 
Levels.—Stanley line, No. 0, 28-in 
$1.07 each net; 7 36-in., $1. 98; 
sen 28-in., Ay 44; No. 237, 24-in., 


SASH CORD.—Manufacturers of sash 
cord have reduced prices 3 cents per 
lb., while jobbers have revised their 
prices downward 2 cents per lb. 

We quote from Boston jobbers’ 
stocks: 

Sash Cord.—Silver Lake, 74c. per 
lb. base; Pelham, 49c.; Phoenix, 52c.; 
oe 7ic.; Sampson spot, 

Cc. 

SCYTHES AND SNATHS.—A further 
god movement of scythes and snaths 
out of jobbers’ stocks took place the 
past week, manufacturers having been 
able to make additional shipments to 
Boston’s wholesale firms. 

We quote from Boston jobbers’ 
stocks: 

Scythes.—Little Giant, $16 per doz.; 
bramble sizes, $16.50 per doz.; brush 
sizes, $16.50 per doz. 

Snaths.—Ash, $13 per doz.; cherry, 
$14.75 per doz.; bush, $14.50 per doz. 
STEP LADDERS.—No fault can be 
found with the step ladder business. 
Folding kinds have had an unusual run 
so far this season. Prices have re- 
mained on an even keel for some time, 
and this fact appears to have helped 

business. 

We quote from Boston jobbers’ 
stocks: 

Step Ladders.—Paris line, 3 ft., 
$1.77 each net; 4 ft., $2.36; 5 ft., $3.05; 

7 ft., $4.13; 8 ft., $4.72; 10 ft., $5.90. 
Two-In- One (folding), 4 ft., $2.20 
each net; 5 ft., $2.75; 6 ft., $3.30; 8 
ft., $4.40. 
TWINE.—Prices for twine remain as 
adjusted back in April, with day to 
day sales normal. Jobbers bought 
rather sparingly this year, consequent- 
ly stocks are down to rather narrow 
limits. 

We quote from Boston jobbers’ 
stocks: 

Hemp Twine.—No. 12, 44c. per Ib.; 
No. 18, 37c.; No. 24, 36c.; No. 36, 33c.; 
No. 48, 32c. 

Cotton Twine.—Masac, No. 1, 64c. 
per lb.; Nashua, No. 2, 42c., in cones, 
39c. per Ib. 

Jute Twine.—2-ply, 29c. per Ib. 


WASHING MACHINES.—Road sales- 
men continue to send in orders for wash- 
ing machines every now and then. Busi- 
ness is far from brisk, but it is de- 
cidedly better than it was a year back. 
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v2.. quote from Boston jobbers’ 
st 

Washing Machines.—Electric, Haag 
line, 110 volts, 60 A.C., Cylinder type, 
metal cylinder, $87.50. Bluebird line, 
$160 list; discount 40 per cent for 
single machines and 40 and 5 per 
cent in lots of six. 


WATCHES.—One hears the same old 
cry in wholesale circles about not be- 
ing able to get enough cheap watches 
to supply requirements. Jobbers say 
they have had no word from the manu- 
facturers of late that suggests any 
improvement in the supply situation. 
The manufacturers apparently are as 
far behind as ever on deliveries. 


We quote from Boston jobbers 
stocks: 

Watches.—Yankee, old model, $1.11 
each net; new model, $1.27; Eclipse, 
$1.90; Junior, $2.22; jeweled models, 
Waterbury, $3.15; gold filled, $5.70; 





HARDWARE AGE 


Reliance, $4.40; gold filled, $6.30; In- 
gersoll wrist, $2.85; New Haven Min- 
ute Man, $2.22. 
WAXES.—The market for waxes is 
running along smoothly. Weekly sales 
are up to expectations, and prices do 
not change enough to disturb trade. 

We quote from Boston jobbers’ 
stocks: 

Waxes.—Floor, 50c. per Ib.; paraf- 
fin (in cakes), 8c. per lb.; parawax 
(in Ib. cakes), llc. per lb.; best bees- 
wax, 35c. per lb.; ordinary beeswax, 
23c. per 

WINDOW WIRE.—Evidently a lot of 
people are putting on new protection 
for cellar windows. At least, day to 
day sales of window wire suggest so. 

We quote from Boston jobbers’ 

stocks: 


Window Wire.—Galvanized cellar, 
3-mesh, 24 x 48-in., in 100 ft., rolls, 


69 


$5.96 per 100 sq. ft.; in sizes under 

24 x 48-in., $6.15 per 100 ‘sq. ‘ft. 
WRENCHES.—Retail dealers report 
excellent sales of all kinds of wrenches 
used around automobiles. Sales of 
other kinds are more or less limited, 
in comparison. 

We quote from 
stocks: 

Bay and Steel Handle.—Coes, 6- 

$15 a doz.; 8-in., $18; 10-in., $22; 
i2-in., $28; 15-in., $38; 18-in., $48; 
21- -in., $58. 

Key Model.—Coes, 28-in., $18 each; 
36-in., $38; 48-in., $84. Discount of 
40 and 10 per cent off list is allowed 
on the above wrenches. 

Pipe Wrenches.—Stillson and Wal- 
worth, 50 and 10 per cent off list; 
Trimo, 40 and 10 per cent. 

Miscellaneous.—Drop forged 
wrenches, 62% per cent discount; 
Wescott, 25 per cent discount; agri- 
cultural wrenches, 50 and 10 per cent 
off list. 


Boston jobbers’ 


Steel Output Decreasing as Prices 


Hold Steady in Pittsburgh Area 


(Pittsburgh Office of HARDWARE AGE) 

‘NO few new orders are being placed for semi-finished 
and finished steel products, that it can be truthfully 
stated that buying is in a condition of stagnation. 

No orders are being placed, except for actual needs, and 
there are not a great many of these. Contrasted with the 
very active buying that was going on not over two months 
ago the changed conditions in the market can hardly be 
fully grasped. Consumers are on the lookout for lower 
prices, and believe the best and quickest way to bring 
these about is to stay out of the market as much as they 


can, and they are doing it. 


In the face of the very light buying of the past month 
or more, the way prices have held is really remarkable, 
and even yet there are no signs of any great declines in 
The steel mills have seen fit to reduce 
prices on steel billets and sheet bars $2.50 per ton, and 
prices on nuts and bolts have settled down to those that 
were in effect before the last advance was made, but it 
is a fact that this advance never became operative, and 


the near future. 


AUTOMOBILE ACCESSORIES. — 
Nearly all tire makers have reduced 
prices on tires and tubes at least 10 
per cent, and one leading maker has 
just announced a reduction of 15 per 
cent on its entire line of tires and tubes. 


We quote from jobbers’ 
f.o.b. Pittsburgh: 

Millers Falls, No. 145 jacks, $3.35; 
Reliance jacks, No. 1, $2.33; No. 2, 
$3.33, in lots of 12; Derf spark plugs, 
96c. each for all sizes in lots of less 
than 50: Champion X spark plugs, 
45c. each for less than 100 and 43c. 
each for over 100; Champion regular, 
538c. each for less than 100; all sizes; 
50c. each for over 100; Reliable jacks, 
Hc 00, $1; No. 1, $1. 25; Nos. 2 and 3, 
SF 


AXES.—Orders for fall delivery are 
good, but for early use are mostly for 
small lots. Prices reported firm, but 
without change. 


We quote from jobbers’ 
f.o.b. Pittsburgh, as follows: 

First grade, single bitted axes, 
handled, $19 per doz.; unhandled, $15 
per doz.; double bitted axes, handied, 
$24 per doz.; unhandled, $20 per doz.; 
second grade axes, single  bitted, 
handled, $17.50 per doz.; unhandled, 
$14.50 per doz.; double bitted, han- 
dled, $21 per doz.; unhandled, $18 per 
doz. 


BOLTS AND NUTS. 
and bolts have gone back to the prices 
in effect for second quarter and are now 


stocks, 


stocks, 





was not realized. 


finished steel. 


simply was premiums over regular prices which some mak- 
ers expected to obtain for prompt delivery, but which 


On the heavier forms of finished steel 


products, such as plates, shapes and bars, prices are hold- 
ing very well, and this is true of practically all forms of 


New buying by the railroads has ‘also quieted down 
a good deal, and no orders of any moment for cars or 
rails came out in the past week. 
and the rail mills are well filled. 

Conditions in the jobbing and retail hardware trades 


However, the car shops 


are fairly satisfactory, the warm weather of the past 


accepting orders for prompt delivery or 
for third quarter delivery at these 
prices, and which are fully 10 per cent 
or more lower than those that have been 
quoted for some time. The new de- 
mand for nuts and bolts, and also for 
rivets, is quiet, and mostly in small 
lots for actual needs 


Bolts and Nuts.—Machine bolts, 
small, rolled threads, 60 per cent off 


list. Machine bolts, small, cut 
threads, 50 and 10 per cent off list 
Machine bolts, larger and longer, 50 


and 10 per cent off list. Carriage 
bolts, % x 6 in.: Smaller and shorter, 
rolled threads, 50 and 10 per cent off 
list; cut threads, 50 per cent off list; 
larger and longer, 50 per cent off list. 
Lag bolts, 60 per cent off list. Plow 
bolts, Nos. 1, 2 and 3 heads, 50 and 5 
per cent off list; other style heads, 
20 per cent extra. Machine bolts, 
c.p.c. and t. nuts, % x 4 in., 45 per 
cent off list; larger and longer sizes, 
45 per cent off list. Hot pressed 
square or hex. nuts, blank, $3.50 off 
list. Hot pressed nuts, tapped, $3.25 
off list. C.p.c. and t. square or 
hex. nuts, blank, $3.50 off list. 
C.p.c. and t square or hex nuts, 


tapped, $3.25 off list. Semi-fin- 
ished hex. nuts: *& in. and smaller 
U. S. S.. 75 and 5 ver cent off list; 
5% in. and larger, U. S. S., 70 and 2% 
per cent off list; small sizes, S. A. FE., 
75, 10 and 5 per cent off list; S. A. FE., 
5 in. and larger, 75, 10 and 2% per 


cent off list. Stove bolts in packages, 
75. 10 and 5 per cent off list. Stove 
bolts in bulk, 75, 10, 5 and 2% per 
cent off list. Tire bolts, 50, 10 and 


month having had the result of moving out very large 
quantities of seasonable goods, such as garden tools, porch 
swings, lawn swings and other related goods. 
been going out slowly for some time on account of the 
unusually cool weather, so that the hot spell has been 
a great benefit to the trade. 
reduced, and some retail merchants are in the market with 
repeat orders, if they can get the goods promptly. 


These had 


Stocks have been greatly 


10 per cent off list. 

Cap and Set Screws.—Milled square 
and hex. head cap screws, 70 and 10 
per cent off list. Milled set screws, 
70 and 10 per cent off list. Upset cap 


screws, 75 per cent off list. Upset 
set screws, 75 per cent off list 

Rivets.—Large structural and ship 
rivets, base, per 100 Ib., $3.25. Large 
boiler rivets, base, per 100 Ib., $3.35. 
Small rivets, 60 and 10 to 60 and 5 
oft list. 


COPPER PRODUCTS.—Lower prices 
are looked for on copper goods, as 
prices of raw copper are weak, and 
new buying is lighter than for a long 
time. The present crisis in Germany is 
hurting the copper trade, as that coun- 
try is, under normal conditions, always 
a large buyer of copper in this coun- 
try. The local interest is now quoting 
to the trade about as follows: 


Copper conductor pipe, 40 and 10 
off list; copper elbows, 20 per cent off 
list; copper nails, 27c. per Ib.; fer- 
rules, 75 per cent off list; sheet cop- 
per, 24%c. per Ib. base; copper bot- 


toms, 32%c. per Ib. base. 

Makers note a considerable 
pac off i in the new demand for chain, 
which is quieter now than for some 
time. Prices are reported as holding 
steady, and it is stated that chain was 
not advanced as much as the higher 
prices on rods and in labor warranted. 
To the large trade makers are quoting 
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about as follows, for early or third 
quarter delivery: 


rg size 1 in. Base price $6.50 per 


100 Ib. 
|) ee $12.25 $11.25 $10.00 A ne 75 
Ys-in. %-in. f-in. -in. 
Proof... .$10.75 $9.75 $8.50 7 25 
ares 11.75 10.75 9.50 8.25 
, j}-in. 
Ys-in. Y%-in. f-in. %-in. 
Proof - $7.00 $6.75 $7.50 $7. 3 
_ eee 8.00 7.75 8.50 8.2 
BBB....«. 8.50 8.25 9.00 8.75 
jj-in. }§-in. 1y,-in. 1%-in. 
%-in. %-in l-in. 1%-in. 
Proof - $7.00 $6.75 $6.50 $6.50 
= 8.00 7.75 7.50 7.50 
BBB...... 8.50 8.25 8.00 8.00 

Extras: To be added to the price 
for size and quality desired. 

Exact sizes: Per 100 Ib.—/;-in. 
$2.25; , A-in., $1.25; fs-in., $1; %%- in., 
75e.; fg-in., 75e. 

The new prices on steel loading 


chain, per 100 lb. net, are as follows: 


YM-in. (42), $26.50; ds-in. (1%o), 
$23.50; fy-in. (43), $20.50; 36-in. (43), 
$16; ye-in. (48), $15 M%-in. (44), 
$14.25; S-in. (34), $13; %-in. (48), 
$13; %-in. (33), $12. 50; 1-in. (83/32), 
$12.50. F.o.b. Pittsburgh, Pa., basis. 

It should be noted that the above 
prices are named only on large lots, 


the small trade paying the usual ad- 


vance, 

IRON AND STEEL BARS.—New buy- 
ing in both iron and steel bars is 
lighter than for some time, and in re- 
inforcing bars for ‘concrete building 
work, the falling off in new orders is 
quite marked. Prices are _ holding 
steady, soft steel bars in large lots be- 
ing firm at 2.40 cents at mill, while 
double refined iron bars in large lots 
are about 5 cents base, f.o.b. Pitts- 
burgh. Warehouse prices are un- 
changed, and for steel bars in small 
lots are 3.15 cents. 

For structural steel shapes, 3.25c.; 
steel bands, 4.15c., and for stee) hoops, 
3.95c. These prices are also being 
charged by jobbers out of stock. 

ICE CREAM FREEZERS.—The recent 
hot weather has more than doubled the 
new demand for ice cream freezers, and 
some dealers who were afraid they were 
going to be caught with large stocks 
on hand, now find they will likely have 
to send in repeat orders to the factories 


for quick shipment. The cheaper 
grades of freezers are pretty well 
cleaned up, and stocks are low. 
Local prices from stock are about 
as follows: 
*Shephard’s Lightning,’’ 1-qt., $2.09; 
2-qt., $2.48; 2-qt., $3.39; 4-qt., $3.60; 
6-qt., $4.50; 8-qt., $5.85. Blizzard 


freezers are quoted as follows: 1-qt., 
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$1.94; 2-qt., $2.80; 3-qt., $2.93; 4-qt., 
$3.60; 6-qt., $4.16; 8-qt., $5.42 each 
These prices are guaranteed against 
decline up to July 1 next. 


LAWN MOWERS.—The new demand 
is now at its peak, and some local deal- 
ers say their stocks are badly broken, 
with only slight chances of having them 
replenished by the makers, as the lat- 
ter have their entire output for this 
year about sold up. This will be the 
biggest year in lawn mowers for a 
very long time. Prices are firm. 


Local jobbers quote: 12-in. 
bearing mowers to the retail trade 
at $5.50; 14-in., $6, and 16-in., $6.50 
each. Prices on ball bearing mowers 
are for 14-in., $10; 16-in., $10.50, and 
18-in., $11 from stock. 

— Local 


PAINTS AND SUPPLIES. 
houses report the demand as still very 
active and say this year will be by 
far the biggest year they have ever 
had. Prices are firm, but without ma- 
terial change. 


Jobbers quote from 
follows: 


plain 


stocks about as 


Linseed Oil.—Raw, bbl. lots, $1.15 
per gal.; 5-bbl. lots, $1.10 per gal. 
Linseed Oil.—Hoiled, bbl. lots, $1.12 


lots, $1.10 per gal. 


per gal.; 5-bbl. 
$1.49 per gal. 


Turpentine.—In bbl, 


Denatured Alcohol.—In bbl., 46c. 
per gal. 

White Lead.—100-lb. kegs, 14%4c. 
per Ib.; 50-lb. kegs, 14% me. per lb.; 25- 
Ib. kegs, 14%c. per Ib.; 12%4-lb. Kegs, 


15¢c. per Ib. 
Dry Paste.—In bbl., 
Shellac (4-ib. goods).—White, 
per gal.; orange, $3.90 per gal. 
English Venetian Red.—In 
$3.50 to $6.75 per 100 Ib. 
Mixed Paints.—In colors, $2.85 per 
gal.; white, $3.15 per gal. 
Putty is 6c. per Ib. in 100-1b. 
SHEETS.—tThere is just a moderate 
amount of new buying in sheets, or- 
ders from general consumers having 
fallen off considerably, but the auto- 
mobile builders are starting to buy body 
sheets for third quarter delivery. The 
Ford Motor Co. alone is said to have 
bought upward of 200,000 tons of body 
sheets for third quarter shipment. 
Prices are holding fairly steady, but 
in a few cases are slightly shaded by 
mills that have very few orders on 
their books. Mill prices on sheets in 
large lots are 3.85 cents for 28 gage 
black, 5 cents for galvanized, the usual 
pr ac ee being charged by the jobbers 
for small lots from stock. There has 
been some falling off in output of 


6%c. per Ib. 
$4.15 


bbl, 


lots. 
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sheets, due to the hot weather and scar- 
city of labor. ~ 

STEEL PIPE.—The new demand for 
both iron and steel pipe has shown a 
large falling off. The oil business is 
in a bad way, prices having been great- 
ly reduced, thus shutting off a great 
deal of projected development work, 
while the falling off in new building 
has cut down very much the demand 
for small pipe used in building con- 
struction. Shipments against old con- 
tracts are active, but the output of the 
pipe mills is now much heavier than 
incoming business. Prices are holding 
fairly steady, and to the small trade 
from stock are as follows: 

Black Galv. Black Galv. 


4%... .$3.39 . $7.18 $9.31 
Rees ee 1i{ 2 9.71 12.59 
%.... 3.36 $5.00 1%.. 11.60 15.05 
y.... 4.17 5.43 2..+- 16.61 20.25 
, 7 ee 5.12 6.56 24. 24.68 

Above prices per 100 ft. f.o.b. Pitts- 
burgh. 


WIRE CLOTH.—Demand has _ been 
greatly accelerated lately by the hot 
weather, and stocks of dealers are bad- 
ly broken, with very little relief prom- 
ised by the makers, all of whom are 
away oversold and very much back in 
deliveries. Prices are naturally very 
strong with this condition prevailing. 

Local jobbers now quoting to the 
retail trade, black, $2 to $2.10 per 
100 sq. ft. galvanized, $2.60 to $2.70 
per 100 sq. ft., and bronze, from 8.50c. 
to 9c. per sq. ft. 

WIRE PRODUCTS.—Demand for wire 
nails and wire is still very active, but 
for other wire products is falling off a 
good deal. Makers still complain of 
a shortage in wire drawers and have 
been concentrating their output lately 
on nails and wire, so that shipments 
to consumers and jobbers are better 
than for some time. Prices reported 
as being very firm. Jobbers quote re- 
tail trade from stock as follows: 

Wire nails, $3.40 to $3.50 base per 
keg; galvanized, 2-point cattle wire, 
$3.38 per spool; galvanized, 2-point 
hay wire, $3.63 per spool; galvanized, 
4-point cattle wire, $3.60 per spool; 
galvanized, 4-point hay wire, $3.90 
per spool; No. 9 annealed fence wire, 
$3.30 per 100 lb.; No. 9 galvanized 
fence wire, $3.90 per 100 lb.; woven 
wire fencing, 63 per cent off list. Al! 


the above prices on spools are for 
80-rod. 

All the above prices are very 
strong. 


Increasing Stability Apparent in 
Cleveland—Prices Holding Firm 


ONDITIONS in the local hard- 
C, ware market indicate increasing 

stability. Prices generally are 
holding firm. Price movement is lim- 
ited entirely to a few scattered line 
adjustments of minor importance. Deal- 
ers are showing caution in placing “fu- 
tures.” Jobbers do not expect drastic 
price changes on fall and winter goods, 
but believe shortages more likely. Con- 
sequently wholesale firms are advising 
customers to consider fall and winter 
needs so that embarrassing shortages 
may be prevented when the fall rush 
begins. 


Retail stocks though not heavy ap- 
pear healthy and well balanced. Cur- 
rent demand is largely for ice cream 
freezers, ice picks, refrigerators, 
sereens, garden equipment, oil cook 
stoves and kindred summer lines. Some 
scarcities will be noted in the body of 
this report. 

Collection problems seem less acute. 
One jobber reports that more than 50 
per cent of his customers are discount- 
ing bills. Banks are advancing money 
freely for legitimate purposes. 
ACCESSORIES AND TIRES.—Local 
jobbers seem of the opinion that tire 
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factories generally will not follow the 
recent 10 per cent reduction made by 
one Akron firm. There has been a 
good demand for tires, tubes and tire 
accessories, such as cold patch out- 
fits, pumps, spare tire racks and extra 
valve stems. Bumpers and luggage car- 
riers ‘are also moving actively, and 
retailers are confident of a prosperous 
touring season. Stocks for the most 
part appear well balanced. 


We quote from jobbers’ _ stocks, 
f.o.b. Cleveland: Millers Falls, No. 
145 jacks, $4.75; Reliable jacks, No. 


in lots of 12; 
each for all 
Cham- 


1, $2.33; No. 2, $3.33, 
Derf spark plugs, 96c. 
sizes in lots of less than 50; 
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McKINNEY can now furnish wrought 
steel McKinney Butts, fitted with case- 
hardened pins, for extra heavy room- 
sized doors. An exclusive McKinney 
feature! 


MCKINNEY 


wrought steel door-butts 


now have CASE HARDENED PINS/ 


Just as McKinney led in perfecting @ 


solid metal anti-friction washers to min- 
imize surface wear at the hinge joints, so 
now McKinney leads in providing a fac- 
tor of safety far beyond the wear and 








tear of hardest and longest use—at the 
points where strain most affects the vitals 
of a hinge—the pin itself. 

The most important hinge develop- 
ment in recent years—the case-hardened 
pin. 

Be sure to take advantage of it in 
making hinge sales. 


McKINNEY MANUFACTURING 
COMPANY 


Pittsburgh, Penna. 


And also an exclusive McKinney sell- 
ing point which you can profitably use 
with your customers. 


Case-hardening thoroughly and uni- 
formly tempers the whole surface of the 
pin. McKinney Butts, armor-plated in 
this manner, withstand wear at the points 
where heavy door strain is greatest. 














This pin is 
case - hard - 
ened — an 
exclusive 
McKinney 
merit, 


® 
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pion X spark plugs, 45c. each for less 
than 100 and 43c. each for over 100; 
Champion regular, 53c. each for less 
than 100, all sizes; 50c. each for over 
100; Reliable jacks, No. 00, $1; No. 
1, $1.25; Nos. 2 and 3, $1.75. 


AXES.—Factories are catching up on 
production; current demand somewhat 
restricted; stocks improving. 


Jobbers quote f.o.b. Cleveland as 
follows: First grade single bitted 
axes, handled, $19 per doz.; unhan- 
died, $14.50 per doz.: double bitted, 
handled, $24.50 per doz.; unhandled, 
$20 per doz. 

BARBED WIRE. — Stocks though 
broken are showing slight improve- 
ment; good demand continues with firm 
prices. 

Cleveland jobbers quote for stock 
shipment: Galvanized barbed wire, 
$4.35 per 100 1b.; 4 point Lyman cat- 
tle wire, 80-rod spools, $3.60; Lyman 
hog wire, 80-rod spools, $3.90; light 
special hog wire, $2.80 per spool, and 
light special cattle wire, $2.65 per 
spool. 


BINDER TWINE.—Fair demand; am- 
ple stocks; prices firm. 

Jobbers quote for mill shipment: 
Standard binder twine, $5.3714 per 
bale; white sisal, $5.371%4 per bale: 
manila, 550 ft., $5.75; manila, 600 ft., 
$6.25: manila, 650 ft., $6.75. A dis- 
count of %ec. per Ib. for 10,000 Ib. lots 
and ec. per Ib. for full car lots f.o.b. 
factory is allowed. Warehouse prices 
are 12%c. per bale higher. Terms are 
5 per cent cash June 1, net Sept. 1. 

BOLTS AND NUTS.—Varied rumors 
are heard regarding possibility of price 
movement. Some feel that labor de- 
mands will cause advances on third 
quarter. Equal number say that indi- 
cations point toward easing of prices 
for that period. Present quotations are 
said to be fairly stable. Steady demand 
continues with stocks improving. 


Jobbers quote f.o.b.: Large ma- 
chine bolts, cut thread, 50 per cent 
off list; small, rolled thread, 50 and 5 
per cent off list; carriage bolts, large 
and small, cut thread, 45 per cent 
off list: stove bolts, 75 and 5 per cent 
nl list; hot pressed nuts, $3.25 off 
st. 


CLIPPING MACHINES.—Fair demand 
at firm prices; stocks light. 


We auote from jobbers’ stocks, 
f.o.b. Cleveland: Stewart No. 1 ball 
bearing flipping machines. $10.75; 


No. 360 top plate, $1; No. 361 bottom 
plate, $1.50: dealers’ discount 25 per 
cent. Stewart electric clipping ma- 
chine of standard voltages. hanging 
type, $80; pedestal type. $85. 


EAVES-TROUGH AND CONDUCTOR 
PIPE.—Demand_ showing some _in- 
crease; prices unchanged; stocks fair. 


Cleveland jobbers quote as follows 
for 500 ft. and over. delivery in cen- 
tral territory: Galvanized conductor 
pine, 66 per cent off list; galvanized 
eaves trough. 74% per cent off list: 
ridge ro"). 74% per cent off list. 
Round and corrugated conductor fit- 
tings are 65 per cent off list, f.o.b. 
Cleveland or factory. and square 
——— fittings, 50 per cent off 
ist. 


FLY SWATTERS.—Heavy demand for 
all kinds of fly swatters; stocks hold- 
ing up; prices firm. 

Jobbers’ quotatios, 
land: 

Fiy Swatters.—Rubber fly swatters 
90c. per doz. Swastika, 45c. per 
doz. Long handle style, 75¢c. per doz 

FOOD CHOPPERS.—Fairly heavy de- 
mand for future delivery; current busi- 
ness light; stocks adequate; prices firm. 

Food Chonpers.—No. 5, $3.25 each: 
No. 10, $5.50 each: No. 22. $8.75 each: 
No. 32, $10.50 each; No. 22P, $13 each. 

Sausage Stuffers.—No. 15, $9 each: 

o. 25. $10.50 each: No. 31, $11.50 
each; No. 35, $12.50 each. 


f.o.b. Cleve- 
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These prices are list subject to 
= discount of 25 and 7% per 
cent. 


FRUIT CANS.—(tin). Recent ad- 
vance stimulated buying somewhat. 
Good demand at price quoted. Stocks 
fair. Local offering $5.75 per gross. 
FRUIT JAR RUBBERS.—The demand 
for fruit jar rubbers is increasing. Job- 
bers are quoting 75 cents per gross for 
good quality rubbers. Stocks are fair. 


GALVANIZED WARE.—Demand fair- 


ly active. Stocks ample and prices ap- 
pear firm. 
Jobbers quote f.o.b. Cleveland: 


Galvanized tubs with wringer attach- 
ment, No. 1, $6.75 to $7 per doz.; No. 
2, $7.50 to $7.75 per doz.; No. 3, $8.65 
to $9 per doz.; heavy tubs, No. 1, 
$13.75 per doz.; No. 2, $15.50 per doz.; 
No. 3, $17.25 per doz.: pails, 10-qt. 
$2.25 per doz.; 12-qt., $2.50 per doz.: 
14-qt., $2.75 per doz.; 16-qt., $3.25 
per doz. 


GARDEN HOSE.—Local stocks appear 
entirely depleted. Some local jobbers 
are unable to handle any further orders. 
Consumer demand continues. Last 
quoted price ranged from 9 cents to 11 
cents per ft. 


GARDEN TOOLS.—Stocks 
mand good; prices firm. 


GASOLINE LAMPS AND LAN- 
TERNS.—Current demand for camping 
and touring needs is heavy; futures 
very satisfactory; stocks fair; prices 
unchanged. 


Cleveland jobbers quote. Coleman 
Lanterns as follows: CQ-329, $6.25 
per doz.; CQ-318, $1 per doz.; LQ-327, 
$5.25 per doz. 


HANDLES. — Fair demand; 
prices; stocks ample. 


Jobbers quote f.o.b. Cleveland: 
Hickory axe handles, single and dou- 
ble bitted, $4 per doz.: XX grade, 
$3.50 per doz.; X grade, $2.75 per 
doz.; No. 1 pick handles, $3.25 per 
doz.; best grades, $4.75 per doz.: 
American Fork & Hoe Co.’s wood D 
shovel, spade and screw handles, X 
grade, $4.60 per doz.; malleable D 
grade manure fork and spading fork 
handles, $3.75 per doz.: X grade long. 
shovel spading handles, $3.10 pér~ 
doz.; hay and manure fork handles, 
X grade, 4 ft., $2.25 per doz.; 4% ft., 
$2.50 per doz.; XX grade. 4 ft., $3 per 
doz.; 4% ft., $3.35 per doz. 


ICE CREAM FREEZERS.—Stocks 
tightening up; shortages expected soon; 
demand very heavy; prices firm. 

+ Taaaeael quotations, f.o.b. Cleve- 


fair; de- 


steady 


land: 

Lightning freezers, 2-qt., $2.65 
each; 3-qt., $3 each: 4-qt., $3.60 each; 
6-qt., $4.50 each; 8-qt., $5.90 each 


White Mountain freezers, 1-aqt., $2.50 
each; 2-qt., $3 each; 3-qt., $3.55 each; 
4-qt.. $4.35 each: 6-qt., $5.45 each; 8- 
at., $7 each. Auto Vacuum freezers, 
2-qt., $4 each; 4-qt., $6 each. 
ICE PICKS.—Very active demand; 
prices unchanged; up to the present 
stocks have been adequate. 

Jobbers’ quotations, f.o.b. Cleve- 
land: 

Ice picks, household size, selling at 
95c., $1.10, $1.20 and $1.50 per doz., 
according to quality. High grade, 
spring tempered ice picks, $2 per 
doz. 


LAWN MOWERS.—Sales keeping at 
fairly active level; stocks limited. 
NAILS AND WIRE.—Heavy demand 
continues. Stocks improving very 
slowly; prices holding firm. 


Cleveland jobbers quote as follows: 
Nails, less than carload lots, stock 
shipments, $3.60 per keg: No. 9 gal- 
vanized wire. $3.95 per 100 Ib.; No. 
9 annealed wire, $3.50 per 100 Ib., and 
cement coated nails, $3.25 per 100 
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lb. Polished staples, $4.05 per 100 
Ib.; galvanized staples, $4.50 per 100 
lb. Miscellaneous nails, 70 per cent 
off list. Cut nails, $4 per keg. 

, Wire brads, 70 and 10 per cent off 
ist. 


PAINTS AND OILS.—Dealers’ stocks 
appear light; wholesale demand very 
heavy; prices unchanged; linseed oil 
very scarce; turps, white lead and de- 
natured alcohol stocks fair. 

Cleveland .obbers quote: 


Turpentine, in bbls., $1.35; less 
than bbls., $1.50 per gallon. 

Linseed oil, in bbls., $1.27; less 
than bblis., $1.42. Boiled, 2c. extra 
per gal. 


Denatured alcohol, 50c. per gal. 

English Venetian red, in bbls., 34%c. 
per lb.; in 100 Ib. kegs, 4%c. per lb. 

White lead, in 100 Ib. kegs, 14%c. 
per lb.; in 50 Ib. and 25 Ib. kegs, 
14%c. per Ib.: in 12% Ib. kegs, lic. 
per lb. In 500 Ib. lots, 10 per cent 
discount; other prices are net. 


POULTRY NETTING AND WIRE 
CLOTH.—Demand on wire cloth is in- 
creasing and has already assumed large 
proportions; poultry netting easing off 


slightly; stocks broken; prices un- 
changed. 
Cleveland jobbers quote: Painted 


wire cloth, 12 mesh, $1.95 per 100 
sq. ft.; 14 mesh, $2.45 per 100 sq. ft.; 
white metal or galvanized, 12 mesh, 
$2.50 per 100 sq. ft.; 14 mesh, $2.80 per 
100 sq. ft.; bronze, $7.10 to $7.25 per 
100 sq. ft. 


ROLLER SKATES.—Slight stock im- 
provement; prices considered _ stiff; 
good demand. 


Jobbers’ quotations, f.o.b. Cleve- 
land: 

Roller skates, No. 4 and 5, $1.50 
per pair; No. 6, $1.60 per pair. 


ROPE—Rural dealers selling hay rope 
in good quantities; retail stocks limit- 
ed; general rope market shows quiet 
tendencies; prices steady. 


Cleveland jobbers quote the best 
grades of manila rope, 19%c. per Ib. 
for mill shipments; 20%4c. per lb. for 
stock shipments; second grade, 18%c. 
per Ib. for mill shipments: sisal 
rope, best grade, 15%4c. per lb. for 
mill shipments and 16c. for stock 
shipmen; 1 i 

, ae " P gow e . 
SCRE Steady ‘pricés; fair sales 
volume; ample stocks. 

Jobbers quote wood screws as fol- 
lows. f.0.b. Cleveland: Flat head, 
bright, 75. 5, 5 and 5 per cent off: 
list; round head, blued, 75, 5, 5 an 
5 per cent off list; round head. nick- 
eled, 65, 5, 5 and 5 per cent off list. 
and round head. brass, 70, 5, 5 and 
5 per cent off list. 


WINDOW GLASS.—Stocks showing 
slight improvement; heavy building de- 
mand continues; general demand good; 


prices steady. 

Cleveland jobbers are quoting: 

Window glass, first three brackets. 
single A and B 85 per cent off list: 
over three brackets. same grades, 83 
per cent off list. Both sizes double 
A and B, 85 per cent off list. 

Lights, single and double, 80 per 
cent off list. 

Single AA paper wrapped, 82 per 
cent off: double AA paper wrapped. 
84 per cent off list; lights AA paper 
wrapped, 80 per cent off list 

Putty, pure, in 12% Ib. lots $6.75 
per ewt.; in 25 Ib. kees, $6 ner 
ewt.; in 100 Ib. lots, $5.50 per cwt. 
Commercial grade, in 12% Ib. lots, 


$4.75 per cwt.: in 25 Ib. lots, $4.25 
per ewt.: in 100 Ib. lots, $3.75 per 
ewt. Glaziers’ Points range from 20 


to 22c. per Ib 


The Wooster Brush Co., Wooster, 
Ohio, announce that business done in 
May, 1923, was greater than the 
monthly volume of any May in the 
company’s history which covers 72 
years of brush manufacturing. 
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Sell Years of Service 
and Satisfaction 


It means both present and future profits when you recommend and 
sell the R-W line of Barn Door Hangers. The years of service and 
satisfaction derived from their use brings customers back to the 
dealer who sells the R-/V line. 


, 
The R-lW line of Barn Door Hangers is so complete that you can 
meet every requirement in either style or price. Every R-IV hanger R 
ele 






is neat in design, so smooth-running that little effort is required 

to slide the heaviest door, and built to last. The R-W No. 321, shown 

in the illustration, is a popular pattern, representative of the line. B 

A good-looking, durable, roller-bearing hanger, running on enclosed arn Door 

track and fully protected from birds, litter and the weather. H 

angers 

Write for Circular A-B6 and full particulars of ow) A 

R-W Barn Door Hangers. You should also in- 

vestigate other R-W Hardware specialties for 

the farm and home. 





New York QO Chicago 
Boston : e e Minneapolis 
Tee A Hanger forany Door that Slides.’ Omaha 
eve K ; 
ele AURORA, ILLINOIS,U.S.A. Heap te = 
St. Louis San Francisco 


; RICHARDS-WILCOX CANADIAN CO I? 
(506) ] Winnipeg LONDON, ONT. Montreal 
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Retail Sales Decline in Twin Cities 


(Minneapolis Office of HARDWARE AGE) 
ETAIL hardware sales are grad- 
R ually declining, and the usual 
summer dullness seems to have 
set in much earlier than usual. This 
earlier slow-down was attributed to the 
rapidly increasing prices and refusal 
of the public to buy at the high prices. 
Seasonable items, such as lawn mow- 
ers, garden hose, poultry netting, etc., 
are selling in fairly good volume. 

Camping equipment, fishing tackle 
and automobile accessories are ‘also in 
good demand, 

The crop outlook is good, and if the 
farmers are able to obtain a good price 
at marketing time, business is expected 
to be greatly improved. However, it 
will be absolutely necessary that some 
price recessions be made before buying 
will be much encouraged. 


BOLTS.—Demand fair, but below that 
of even a month ago; stocks in better 
shape; prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Both small and 
large carriage bolts, 40-5 per cent; 
small and large machine bolts, 40-10 
per cent; stove bolts, 70 per cent; lag 
screws, 50 per cent. 


CHURNS.—Demand fair; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel type churns, 
40-5 per cent from lists. 

EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Demand continues of 
good volume; stocks good; prices stiff. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, 28 
gage, lap joint, S. B. 5 in., $5 per 100 
ft.; 28 gage, 3 in., conductor pipe, 
$4.75 per 100 ft.; 3 in. conductor el- 
bows, $1.55 per doz. 

HOSE.—Very good demand; 
steady. 

We quote from 
f.o.b. Twin Cities: 
(non-kinkable), %-in., 


prices 


jobbers’ stocks, 
Molded hose 
15c. per ft.; 


Ingenious Sound Operated Toys 
Prove Popular 


Wireless Bank No. 798, made by the 
John Hugo Mfg. Co., New Haven, Conn., 
is a remarkably interesting and in- 
genious toy. As may be seen from the 
accompanying illustration, it consists 











Territory—No 


5-in., 14%c. per ft.; %-in. five-ply 


wrapped hose, lic. per ft.; %-in. 
competition hose, 9%c. per ft. The 
above prices in full lengths. Cut 


lengths, 1c. higher. 


LAWN MOWERS.-—Sales fairly active; 
prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade lawn 
mowers, 30 to 35 per cent from stand- 
ard lists; medium grade ball bearing 
mowers, $8.35 to $9.50 each. 


ICE CREAM FREEZERS.—Warmer 
weather has stimulated demand for 
freezers; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade wooden 
tub freezers, 4-qt., $4.13 each; 8-qt., 


$6.75 each. 
MILK CANS.—Fairly active sales in 
farming communities; stocks good; 
prices unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Five-gallon rail- 
road milk cans, $2.70 each; 8-gal. 


cans, $3.25 each; 10-gal. cans, $3.40 
each. 


NAILS.—Sales very good; stocks badly 
broken; prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, $4.10 per keg, base; cement 


coated nails, $3.60 per keg, base. 
SASH CORD.—Active demand; stocks 
fairly good; prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 8 
sash cord, 77c. per. lb.; ordinary 
grades solid cotton sash cord, 5lc. 


SASH WEIGHTS.—Demand active; 
stocks good; prices same as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Sash weights, $2.50 
per cwt. 

SCREWS.—Demand has declined con- 
siderably from that earlier in the 
season; stocks fair; prices steady. 

We quote from jobber’’ stocks, 
f.o.b. Twin Cities: Flat head, bright 
screws, 75-5 per cent; round head 
blued screws, 72% per cent; flat head 





of an attractively decorated toy bank, 
in the colonial style, and will cause a 
penny or any coin which is placed ~in 
the proper position to suddenly and 
mysteriously disappear at an order 
from a bystander, or when the hands 
are clapped. Each toy is packed in an 
attractive individual carton, 7x 4% x5 
in., weight complete 2% lb. The weight 
per doz. is 30 Ib. 

Another interesting addition to this 
company’s line of sound operated toys 
in Radio Rex No. 799, which, as may be 
seen from the accompanying illustra- 
tion, consists of a dog and dog kennel. 

On placing the dog in the kennel, and 
then calling his name or speaking in a 
moderately loud voice, he will dash out 
in an altogether realistic manner 
without any visible connection between 
the person speaking and the action. 
Both toys embodies an interesting sci- 
entific principle in their construction 
and are being exclusively manufac- 
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Price Changes 


japanned, 67% per cent; 
brass screws, 70 per cent; 
brass, 67% per cent. 


SHEARING AND CLIPPING MA- 
CHINES.—Sales remain of fairly good 
volume; prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Stewart No. 
ball-bearing clipping machine, $10.75; 
No. 360 top plate, $1; No. 361 bottom 
plate, $1.50; dealers’ discount, 25 per 
cent. Stewart electric clipping ma- 
chine, all standard voltages, hanging 
type, $80, f.o.b. Chicago; pedestal 
type, $85, f.o.b. Chicago; dealers’ dis- 
count, 25 per cent. 


STEEL SHEETS.—Sales of fair vol- 
ume; stocks good; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28-gage galvan- 
ized steel sheets, $6.45 per cwt.; 28- 
gage black sheets, $5.45 per cwt. 


WASHERS.—Sales fair; stocks good; 
prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wrought steel 
washers, %4-in., $6.90 per cwt.; 1-in. 
washers, $6.50 per cwt. 


WHEELBARROWS.—Demand remains 
good; stocks in good condition; prices 
as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wheelbarrows, 
wood stave, fully bolted, $36 per doz.; 
No. 1 tubular steel wheelbarrows, 
$6.35 each; No. 1 garden, $5.60 each. 


WIRE CLOTH.—Demand not so active, 
but still fair; stocks badly broken; 
prices stiff. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black wire cloth, 


12 x 12 mesh, $2.10 per 100 sq. ft.; 
galvanized, $2.55 per 100 sq. ft. 


WIRE.—Demand for all kinds of wire 
fairly active; prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barbed wire, 
painted cattle, 80-rod spools, $3.70; 
galvanized cattle, $3.97; painted hog 
wire, $3.96; galvanized hog _ wire, 
$4.25; smooth black annealed No. 9, 
$4 per cwt.; smooth galvanized an- 
nealed, $4.45 per cwt. 


flat head 
round 


tured by the Hugo Company under the 
Christian Berger Patents, applying to 
sound operated toys. The Radio Rex is 
constructed of wood and metal, and is 
attractively decorated in assorted 
colors. Each toy is packed in an indi- 
vidual carton, 6% x7 in., weight 1 Ib. 
6 oz. The weight per dozen is 17 lb. 
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This is the new Big No. 
20 Three Piece Roaster— 
Companion to Our Rec- 
ord Selling No. to Black 
Beauty. 


Black Beauty Double Roasters 
A QUALITY LINE TO SELL AT A PRICE 


THREE PIECE ROASTERS 
No. 20—1214 x 1744 x 914;—LIST PER DOZ. $18.00 
No. 10—11 x16 x 8 —LIST PERDOZ. 13.50 


TWO-PIECE ROASTERS 


List per All Black Beauty Roasters 


No. Size dozen erm of Peed vailnetiae 
6% x 9% x 5% $3.40 oallahed ‘ie shad Passe 
2 8 x 12 x 7 4.50 A lo nee ne ily ° id : . 

color—heavily wired in rim. 
3 - oe x7 5.00 Self basting features—Sani- 
4 10Y, x 104. x 5Y% 4.80 tary corners—Rotary Steam 
5 10 x ‘15 x 7 6.50 Vents. Two piece Roasters 
6 1044 x 15% x 8 7.45 do not have the perforated 
7 13 x 18 x 8 7.95 basting Rack. 


Order Now. If Your Jobber Can’t Supply You Write Us. 
Catalog and Prices on Request 


EDWARD KATZINGER CO. 
C HICAG O, U.S.A. 


Eastern Office, Drexel Building 
Philadelphia,Pa. 
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usually do; the amount controlled by 
them is not stated; nor is it alleged 
that they held a monopoly of ‘any prod- 
ucts whatsoever,’ or had ability, pur- 
pose or intent to acquire one. So far 
as appears, acting independently, they 
undertook to sell their lawfully acquired 
property in the ordinary course, with- 
out deception, misrepresentation or op- 
pression, and at fair prices, to pur- 
chasers willing to take it upon terms 
openly announced’ (Federal Trade 
Commission v. Gratz, 253 U. S. 421, 
427-429). 


Counsel Cites Gratz Case 


“Every defect in the complaint in 
the Gratz ease has thus been repeated 
in the amended complaint herein, and 
the conclusion which this Court reached 
in the Gratz case is exactly applicable 
to the present case: 

“‘Nothing is alleged which would 
justify the conclusion that the public 
suffered injury or that competitors 
had reasonable ground for complaint. 
All questions of monopoly or combina- 
tion being out of the way. . . . If real 
competition is to continue, the right 
of the individual to exercise reason- 
able discretion in respect of his own 
business methods must be preserved. 
United States v. Colgate & Co., 250 
U. S., 300; United States v. A. Schra- 
der’s Son, Inc., 252 U. S., 85. 

“‘The first count of the complaint 
fails to show any unfair method of com- 
petition practised by respondents, and 
the order based thereon was improvi- 
dent.’ 


Mennen Has No Monopoly 


“Under the Commission’s amended 
complaint herein, therefore, the Com- 
mission is clearly not warranted in con- 
tending that ‘the views of the court 
below would prevent the act being -in- 
voked to prevent discrimination in sales 
to manufacturing buyers of raw or 
semi-finished materials, no matter how 
great the resulting lessening of compe- 
tition or how marked the tendency to- 
ward monopoly; nor in alleging that 
Mennen Company is ‘the largest seller 
of shaving cream in the United States’ 
(Commission’s Petition, p. 2, no sup- 
porting evidence in Record cited by 
Commission. or found by respondent’s 
counsel); nor that ‘its products are so 
well known and popular that retail and 
wholesale druggists are practically com- 
pelled to carry them’; nor that ‘the 
adoption of the new policy by respon- 
dent served as a basis for an under- 
standing between it and wholesalers 
objecting to its former policy that those 
wholesalers favored by the new price 
policy would push the sale of the re- 
spondent’s products more vigorously 
than those of manufacturers refusing 
to discriminate in like manner against 
wholesale cooperative associations’; nor 
in contending that ‘the long-established 
right of persons or corporations to en- 
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gage in both the wholesale and retail 
business is involved. If persons en- 
gaged in the retail business may legal- 
ly be discriminated against when they 
seek to engage also in the wholesale 
business, obviously they cannot enter 
such business’; nor in contending that 
‘if the respondent’s contention be sound, 
then manufacturers of raw materials 
having a monopoly of a national re- 
source—such, for instance, as the Alu- 
minum Company of America—may dis- 
criminate at will between purchasers 
of such material and drive those dis- 
criminated against from the market’; 
nor in contending that the Circuit Court 
of Appeals below has defied herein the 
rule of this Court in Federal Trade 
Commission v. Beech-Nut Packing Co., 
257 U. S., 441 and Dr. Miles Medical 
Co. v. Parke & Sons, 220 U.S., 378, and 
similar decisions all of which decisions 
this Court has rested squarely on the 
fact that the vendors therein complained 
of had combined or were cooperating 
with other vendors, or their dealers, 
instead of ‘acting independently,’ ‘all 
questions of monopoly or combination 
being out of the way,’ as did Mennen 
Company in the present case. 


Commission’s Fallacious Contention 


“Because a combination of whole- 
salers could not legally ‘unite in any 
way to coerce or induce the Mennen 
Company not to sell to cooperative 
wholesalers; nor could they unite to 
induce or compel the Mennen Company 
so to discriminate in prices against the 
cooperative wholesalers as to greatly 
lessen or destroy their competition. 
which, of course. would be an unlawful 
combination and a conspiracy, the Com- 
mission contends that Mennen Com- 
pany, through ‘acting independently,’ 
‘all questions of monopoly or combina- 
tion being out of the way,’ cannot by 
its own individual voluntary action 
make any variation, except for quan- 
titv, etc., in its schedule of prices in 
selling to its purchasers! 

“Tf the discrimination practised by 
the respondent is law,’ says the’ Com- 
mission, then this practice can be 
‘adopted by any substantial number of 
manufacturers’. 

“The mere statement of the Com- 
mission’s contentions seems sufficient to 
exvose their fallacy. 

“Why should this Court grant a veti- 
tion for writ of certiorari, which is 
based on the absurd contention that, 
because a combination of manufactur- 
ers cannot by concerted action vary 
their schedules of prices except for 
quantity, ete.. in selling to their pur- 
chasers, that, therefore, a single manu- 
facturer, ‘acting independently,’ ‘all 
question of monopoly or combination be- 
ing out of the way,’ cannot by his own 
individual voluntary action ever vary 
his schedule of prices, except for quan- 
tity. ete., in selling to his own purchas- 
ers!” 

Apparently the Supreme Court 
reached the conclusion that any sin- 
gle manufacturer “acting independent- 
ly” can “by his own individual vol- 
untary action” vary his schedule of 





June 28, 1923 


prices in selling to his own purchasers 
whenever he sees fit to do so.” 


Commissioner Gaskill Favors Price 
Maintenance 


But we do not always find the Fed- 
eral Trade Commission in opposition 
to the independent retailer—that is 
to say, some of its members are some- 
times found taking a firm stand as ad- 
vocates of administrative and legisla- 
tive policies distinctly in the interest of 
the great army of small merchants 
throughout the country. 

Notably is this the case with Nel- 
son B. Gaskill, who has served with 
an unusual amount of distinction as 
the Commission’s presiding officer. Not- 
withstanding the fact that the Commis- 
sion has issued scores of complaints 
against concerns alleged to have been 
guilty of illegal attempts at price main- 
tenance, Mr. Gaskill recently came out 
squarely as the champion of the moral- 
ity of price fixing by the individual 
manufacturer and as an advocate of 
legislation 1o remove the statutory bar 
which now prohibits the producer from 
fixing the resale prices of his own prod- 
ucts. 

I commend to the readers of HArRD- 
WARE AGE the perusal of a few extracts 
from Mr. Gaskill’s statement as one of 
the soundest declarations that has thus 
far appeared in support of the price 
maintenance bills now pending in Con- 
gress. As illustrating the manner in 
which the present laws prohibiting 
price fixing operate to the disadvantage 
of the consuming public Mr. Gaskill 
says: 

Price Maintenance Help to Consumer 


“There are possibilities of value in 
the policy of price protection or resale 
price maintenance which have been to 
a large extent defeated because of the 
attitude of the law toward this prac- 
tice, and the restrictions which have 
been put upon its exercise. Some time 
ago there was brought to the attention 
of the Federal Trade Commission a 
report which stated that a manufactur- 
er of automobiles establishing an 
extensive system throughout the coun- 
try for the quick provision of duplicate 
parts and repairs, was not only main- 
taining a fixed price upon repair parts, 
but was also entailing upon those who 
handled the repair parts, fixed labor 
charges for making certain repairs, in 
order that the users of the cars in 
question might obtain repair parts and 
labor, at a reasonable and uniform 
scale. 

“Someone without authority had cir- 
culated the statement that the Federal 
Trade Commission had condemned the 
practice and for this reason the manu- 
facturer in question had lifted the 
parts and labor schedules in certain 
localities. The result had been an 
exaggerated increase in the charges for 
repair parts and for labor charges. 
The reported action of the Federal 
Trade Commission in the premises was 
in fact, untrue. But the instance 
affords illustration of the fact that a 
protected price operated as a maximum 


Reading matter continued on page 78 
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“‘Harper’s has the best line of ,washing 
machines.” “Better see Patterson Bros. 
when you buy your vacuum cleaner.” 
“The Home Furnishing Co. has a won- 
derful assortment of Mirro’’ . 


What store in your town gets the word- 
of-mouth publicity for being the best 
place to buy Mirro? 


That publicity is ready to work for any 
store that makes a point of carrying a 
representative stock of any article with 
a national reputation for quality. 


It is advertising that a store can’t enjoy 
if it divides its energy by carrying sev- 
eral competing lines—none of them com- 
plete; none representative. 


True, you don’t run your store for the 
benefit of Mirro or any other brand of 
aluminum ware—but take a line like 
Mirro and make the most of its com- 
pleteness, its reputation for value, and 
its national-advertising backing, and it 
will buckle down and work for your 
benefit. And that is what you want. 


When several million women see the 
illustration above in the July and August 
magazines and read about Mirro for 
preserving, the thought should flash into 
the minds of several hundreds of them 
that your store is the ‘‘best place in 
town to buy Mirro.” 

Aluminum Goods Manufacturing Company 


General Offices: Manitowoc, Wis., U.S. A. 
Makers of Everything in Aluminum 


CMIRRO 


The Finest Aluminum 


yo 


What Store in Your Town? 
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as well as a minimum contains values 
which have been, to a large extent, lost 
because the exercise of the system has 
been so greatly hampered and re- 
stricted.” 


Forced to Make Cheap Goods 


Mr. Gaskill also finds that because 
manufacturers are unable to fix their 
own resale prices they have resorted 
to the expedient of making inferior 
goods to keep up with the competitive 
procession. In this connection he says: 

“To the inability of a manufacturer 
to protect the price of his product may 
be attributed quite as much as to any 
other cause, the tendency to deteriora- 
tion of quality which is a distressing 
manifestation along many lines today. 
Deterioraation of quality is a remedy 
alternative only to going out of busi- 
ness, which is forced upon the pro- 
ducer who cannot, to any effective 
degree, protect the selling price of his 
product. 

“It is a truism that the purchaser 
will buy in the cheapest market and 
even a small variation is sufficient to 
divert the current of trade. Of course, 
I am excluding any effect of a similar 
nature which is due to the legitimate 
competiion of a product competing at 
a lower price, properly fixed. It is not 
only that purchasers in one community 
will seek in the store in which the 
desired commodity can be bought at the 
cheapest rate, but with modern trans- 
portation available to the purchaser it 
is not unusual to see trade diverted 
from one community to another by 
reason of a difference of a few cents 
in the selling price of a particular 
commodity, carrying with it, of course, 
purchases of allied commodities as well 
as that of the specific article in 
euestion. 

“Naturally the distributor working 
in accord with the manufacturer’s sug- 
gested price, finds himself in peril. The 
manufacturer cannot, unless he can 
prevent his product going into the 
hands of the distributor who is not 
protecting the selling price, the low- 
ered price becomes by force of neces- 
sity, the price which the manufacturer 
must adopt, with whatever changes in 
the preceding stages of manufacture 
and distribution are required to meet 
the lowered return. 

“The seeming advantage which the 
consumer realizes from this condition 
is illusory and transient. The protected 
price is a protection to the consumer 
which he fails to realize in that once a 
protected price is established for a 
commodity its increase is a matter of 
almost insurmountable difficulty.” 


Selling Below Cost Unfair 


Mr. Gaskill looks forward to the 
legalization of price fixing as a remedy 
for the evil of selling below cost, which 
he regards as an unfair method of 
competition, although he admits that it 
may not be illegal. He says: 

“Tt would be almost impossible to 
exaggerate the confusion which exists 
in many lines of business, because of 
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the impossibility under the law and 
the decisions as they stand, of effect- 
ively maintaining resale price main- 
tenance. Sometime ago I stated my 
conviction that selling below cost, 
thereby including all the elements of 
charge upon a commodity up to the 
moment of sale, was not only a waste- 
ful and uneconomic method of doing 
business, but that it was als an unfair 
method of competition. 

“Tt is useless to expect this practice 
to cease of its own accord. So far as 
I can see, the law as it stands affords 
no protection against it. 

“The most effective remedy for deal- 
ing with it is the policy of resale price 
maintenance, the practical use of which 
is now denied. At common law selling 
below cost or below a_ remunerative 
price to the seller, was not an unlawful 
method of competition unless there was 
jointed with it a discoverable intent to 
jnjure a competitor, an accompaniment 
which may be but is seldom discernible 
in present day practices. The occasions 
in which there is a price war directed 
against a comvetitor are so few as to 
be almost negligible. 


Nothing Less Than Ruinous 


“There is. however. a well-nigh uni- 
versal practice of selling one line below 
cost, recovering the loss and making a 
profit on the entire transaction through 
the sale of accompanying commodities 
at a very much augmented price. This 
svstem is nothing less than ruinous to 
those who are engaged in the single 
line which is sold below cost, and it 
relentlessly forces them to the wall. 

“There is danger in monopoly, there 
is injury in restraint of trade, and 
these practices are denied by the law 
heeause they close the door of ovvor- 
tunity to the individual, the mainten- 
ance of which as a free and open chan- 
nel is essential not only to American 
institutions but to the exact operation 
of the competitive system. Where 
monopoly is sought in a relatively few 
instances, where combinations in re- 
straint of trade occasionally make their 
appearance, while the alarm from these 
manifestations is justifiable and is not 
to be minimized, a constant danger lies 
in the practice now so prevalent of 
single line leaders sold below cost for 
the purpose of inducing other business, 
or establishments in which many lines 
are sold below cost with concealed 
profits in other sales which not only 
eaualize the loss but translate the 
whole practice into a profit balance. 

“The most effective remedy, resale 
price maintenance, must, in my opinion. 
be recovered not only for the sake of 
the manufacturer or the distributor but 
for the sale of those who tomorrow and 
the day after tomorrow. will seek to 
enter business as individuals, and find 
the door of opportunity closed against 
them unless this unbalanced method of 
selling is checked.” 


Legislation Absolutely Necessary 


That legislation alone ean remedy 
existing evils Mr. Gaskill is very 
certain and in stating his conviction 
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he outlines clearly what he believes to 
be the proper scope of remedial laws. 
He says: 

“To accomplish this result legislation 
will be needed. This legislation should 
in my opinion distinguish clearly be- 
tween a producer and his selected dis- 
tributors, and those other groups whose 
agreement may well be regarded as 
inimical to the policy stated in the 
Sherman law. 

“It should require that the protected 
prices to be fixed by the producer 
should operate as a maximum as wel! 


‘as a minimum, in order that the good 


faith of the practice shovld be mani- 
fest and its exercise removed from 
suspicion as contributing to undue ex- 
action anywhere along the line of dis- 
tribution. And it would be well should 
such legislation include provision for 
the due publication of the protected 
prices and any changes therein in order 
that the purchasing public may be ad- 
vised as to the producer’s purpose and 
be guarded against a misrepresenta- 
tion of which the producer may have 
no notice. ° 


Abuses May Be Controlled 


“It is likely that there will be abuses 
of freedom in the exercise of this sys- 
tem but the responsibility therefore will 
be readily placed, and if corrective 
measures are netessary they can be 
accurately focused upon the sources 
from which the abuses arise. And even 
though such abuses should be antici- 
pated, that anticipation should not 
deter us from the removal of the bar- 
riers which now exist against the 
effective exercise of that which has 
been constantly and consistently de- 
clared to be a legal right. 

“Leaving the doors always open for 
advance along the lines wherein true 
endeavor rightly directed may produce 
desirable benefits, we need have no fear 
of our ability to cope with the occa- 
sional abuse. The denial of a right to 
prevent a possible wrong is itself the 
greater wrong.” 

Mr. Gaskill should make a very in- 
teresting witness before the House 
Committee on Interstate and Foreign 
Commerce when the Kelly-Stevens and 
Merritt bills are taken up early in the 
coming session of Congress. 


- 


Chicago Retailers to Hold Picnic 


The annual picnic of the Chicago 
Retail Hardware Association has been 
announced for Wednesday, July 18, at 
Klein’s Grove, Crawford and Lincoln 
avenues, Chicago. 

Each year this “Hardware Outing” 
of the retailers and their invited guests, 
jobbers and salesmen, is becoming more 
popular. Everybody brings a well-filled 
lunch basket and the committees keep 
things going every minute. It is a great 
way to renew the old friendships. 
Manufacturers and jobbers donating 
merchandise are requested to notify 
Gilliam Triesselmann, 3003 Belmont 

venue, and make delivery to Devon 
Rokoets Co., 1540 Devon Avenue. 
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